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SEVENTY-FIVE STYLES 
IN STOCK 
AAA to EEE 
ONE to TEN 


WALK ON AIR 


for the retailer 
looking to the future 


AIR - QO- PEDICS 
ARE OPPORTUNITY 
* 


Exclusive, patented, and reliable features build a 
steady repeat business at a profit. Customer prefer- 
ence for Air-O-Pedics is honestly earned and easily 
held. That kind of business weathers all storms. 


For years, Air-O-Pedics have been a stabilizing in- 
fluence in hundreds of retail stores. They can do 
the same for you. 


If you wish to view the future with greater con- 
fidence; write for 


“NINE REASONS WHY” 


* 
AT BOSTON—JULY 11-12-13—HOTEL STATLER—ROOM 422. 


* 


AIR-O-PEDIC SHOE COMPANY 


MONTELLO STATION, BROCKTON, MASS. AIR-O-PEDICS 


NEW YORK OFFICE—434 MARBRIDGE BUILDING. — 


FOR MEN 


IN AIR-O-PEDICS 
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Gea your bills out 


early. Don’t wait until after the 
Fourth for the new postage on first 
class letter mail increases from 2c 
to 3c on July 6, 1932. The Bureau 
of Engraving and Printing is 
working a 24-hour shift to produce 
four billion 3c stamps and one mil- 





lion 2c stamps and three hundred 
million 3c stamped envelopes—for 
national distribution on that date. 

There is still time to plan letter 
mail publicity to boost July selling 
and many a store is considering 
special letters to customers telling 
of the pre-clearance advantages to 
favorite patrons. This is about the 
only way to avoid the increased 
postage because after July 6 it will 
be impossible to evade it. 

* ** * 


Chalk up the prize 
complaint of the year and sympa- 
thize with Alfred. F. Donovan, 
president of the E. T. Wright Co., 
Rockland, Mass., who last week 
received a pair of shoes from F. 
Marklyn Smith, Gilroy, Cal., who 
seeks an adjustment after admit- 
ting fifteen years’ service from a 
pair of Arch-Preserver shoes. 

Mr. Smith’s comment which ac- 
companied the shoes received re- 
cently, is as follows: “In the month 
of June, 1917, I purchased a pair 
of Wright shoes from Green & 
Light, Taft, Cal. They were a 
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very neat and dressy looking pair, 
yet comfortable enough to be worn 
as an all day work shoe. After 
less than 15 years service the up- 
pers are beginning to split—just 
think.” Continuing, Mr. Smith 
asks for an adjustment in that he 
was led to believe the shoes came 
from a house of quality. 

Mr. Donovan told him to send 
the shoes to Ripley of “Believe It 
or Not” fame or to the Smith- 


sonian Institute. 
* * * 


Vic. Jensen, president 
of the Queensland Boot and Shoe 
Retailers Association at Brisbane, 
Australia, and whose letterhead 
reads: “The Hussling Shoemen”’ 
—writes: 

a bok oy 


Nas ate 
Fea 


“Our great difficulty is the very 
low prices of footwear. The low 
price level caused by keen competi- 
tion firstly and then lower costs 
of raw materials has made retail- 
ing very difficult as overhead ex- 
penditure has only fallen a few per 
cent. We find here rents, adver- 
tising, lighting, etc., are the same 
as pre-war. It is difficult to fore- 
cast what will happen. It looks 
like the survival of the fittest. 

“However, we Australians are 
all striving to smile our adversities 
through. Our problems are asso- 
ciated with a little more hard work 
but we are thankful that we are 
blessed with good seasons and 
glorious sunshine. 
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5 per cent—15 days, 2 per cent— 








“May I express fraternal good 
wishes to merchants overseas.”’ 
* * * 


Joseph M. Herman 
Shoe Co., Boston, is reported the 
low bidder for 33,952 pairs of ser- 
vice shoes. Bid was $1.93 a pair, 
with discount of % of 1 per cent 
for ten days. 








Sie Krivit, 


who covers the metropolitan mar- 
ket for this paper, rates a new 
nickname—“Achilles.” You may 
think he has been tagged because 
of his speed in covering Brooklyn, 
the “Swamp” and the New York 
shoe center but for a week or so 
put this into reverse English. 

He developed a growth on the 
heel bone, necessitating an opera- 
tion but he is now up and around 
—improving daily—and_ has _ his 
eye on the Olympics. 

* * * 


oe Hill, 
of the four Hills of Hudson, ( Hill 
Bros. Co.) says that our type 
compositors must have been laugh- 
ing so hard at the galloping pros- 
pector in his last ad that they 
couldn’t read the text. 
Anyhow, when they came to the 
terms they were working with tears 
in their eyes. Instead of setting 



































30, they very generously offered 

George’s fine shoes at 10 per cent— 

5 days, 2 per cent—30. According 

to reports, that’s giving them away. 
os 


 atiniee sues 
merchant for $25,000 over shoe he 
didn’t buy! August Elwart was a 
good customer in S. A. Singer’s 
store in Belleville, Mich., until 
about June, 1930. That was when 
he bought a pair of shoes. Elwart 
asked for a comfortable pair and 
Singer guaranteed that they would 
be. If they weren’t, it was testi- 
fied, Singer promised to replace 
them with a new pair. Then he 
gave Elwart a cigar and the deal 
was closed. 

Seven months later, Jan. 8, 1931, 
Elwart returned with the shoes and 
asked for his money back. He had 
only worn them five or six times 
during the seven months, he said, 
saving them to wear to church and 
taking them right off after the ser- 
vice—and it seemed as if they 
never would be “broken in.” 


a 


Elwart returned the shoes, but 
Singer protested. Then when EI- 
wart started to walk out in a peace- 
ful manner, he got a shoe he never 
thought of purchasing and it 
struck him in the back of the head. 
Not only that but shoe seller 
Singer continued out onto the side- 
walk and blackened the customer’s 
eye and broke his leg. And now 
the shoe seller is being sued for 
$25,000. 


* * * 


A. R. Hanson of 


the Florsheim Shoe Company of 
Chicago, says: “Now is the time 
for the individual effort of thou- 
sands of merchants to collectively 
get in back of the men’s business 
in advertising, display and selling. 
The retail shoe business is not suf- 
fering so much from lack of man- 
agement as it is from lack of 
volume. 

“Whether times are good or bad, 


BACKBONE 


—The human body has a backbone. Remove 
that backbone and the body would crumple 
to the ground. 

—Business has a backbone. That backbone 
is credit. Remove credit and business 
crumples as well. 

—It isn’t uneconomic or sinful to owe 
money. Our whole commercial system is 
adjusted to the reasonable use of credit. 

—There is a huge reservoir of money (and 
credit) in this country and abroad. 

—But the keepers of that money will not 
release it so that it can regain its normal 
flow into the many and arid channels of 
business. 

—When the bankers recover their poise and 
courage, decent times will return again. 

—In the meantime business is scarred but 
still in the ring. 


ns 


President. 


the question is still an important 
one—‘How to sell men more 
pairs?’ The women’s business has 
been more exciting, perhaps, but 
the men’s business is the dependa- 
ble profit business of the store and 
it will pay the merchant better to 
build his men’s business to a larger 
volume. 

“If it is a fact that men don’t 
buy as many shoes for themselves 
as they should, now is the time to 
find out what they actually wear 
and what types, what they pay for 
them and to develop sound reasons 
why it is a good thing for a man 
to buy shoes more often.” 

* * * 


( cepeeilicions 


to the third generation of Brock- 


ton Keiths. Another generation 
becomes actively identified with 
the conduct of the Geo. E. Keith 
Company’s “Walk-Over” business 
with the recent appointment of 
George E. Keith, eldest son of the 
late Eldon B. Keith, as sales man- 


‘ager of the well-known Brockton 


firm. Mr. Keith, an Amherst man, 
joined the company shortly after 
leaving college and for some time 
managed the stock department of 
the “Walk-Over” plant. 


Miss Eleanora Sears of 
Boston walked 33 miles a recent 
day—‘“just for exercise,” and an 
ordinary journey for her. One 
shoemaker mathematician figures 
that she took 50,000 steps. He 


may be —. x a 


The United States 
production of boots and shoes 
(other than rubber) during the 
first four months of 1932 was re- 
ported as 103,758,859 pairs—an 
increase of 0.6 per cent over the 
output of the corresponding period 
of 1931 — 103,111,390 pairs. 
Women’s shoes contributed 40,- 
728,537 pairs to the 1932 total— 
an increase of 1.4 per cent over 
last year; shoes for misses and 
children 13,571,970 pairs—an in- 
crease of 4.1 per cent; and men’s 
shoes 23,016,933 pairs—an de- 
crease of 3.4 per cent. 

* * * 


Haran Little of 
A. E. Little & Co., Lynn, is one of 


the few shoe men who has a 
haunted house. Maybe he’s the 


-e a& / 
il Q\i a7 





only one. Anyway, Mr. Little has 
a haunted house—a fine old man- 
sion in the peaceful town of 
Hampton, N. H. 

The legend is that a former 
owner once made a trade with 
Satan, bargaining away his soul 
for a boot full of gold, to be de- 
livered once a year. The avarici- 
ous old trader, thinking to outwit 
the devil, cut the bottom off the 
boot and when Satan poured his 
payment of gold down the chimney 
into the boot, the gold kept run- 
ning through the bottom of the 
boot, until Satan, realizing that 
something was wrong, came down 


the chimney and took the old ras- 


cal—body and soul. 

After that affair, folks dreaded 
the house, until an adventurous 
shoemaker, of the hand method 
school, came along and set up shop 
in it. He tarried until some of his 
shoes began to walk along the ceil- 
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ing and then he departed without 
stopping to make any investi- 
gation. 

Mr. Little acquired the house 
and its legends some years ago, but 
has yet to find even a smell of a 
ghost anywhere from its cellar bot- 
tom to its chimney top. 

* * 


No greater tribute 
can a manufacturer receive—espe- 
cially these days—than to keep up 
his quality-shoe, regardless of any 
volume-business inducement. Such 
is the distinction enjoyed by Ches- 
ter A. Eaton of the C. A. Eaton 
Company, Brockton, who—during 
the past month—has had four of 
his leading accounts urge him to 
keep his prices up on his boys’ line, 
rather than take anything out of 
the shoe. 

Here’s evidence that “‘it pays to 
build the best product you possibly 
can and your market will come to 


* * * 
a 
Lt WEAR THESE 


o 
PAIR Home 









P. A. O'Connell, 
president of the E. T. Slattery Co., 
Boston, addressed the Downtown 
3rooklyn Association and said: 

“A ‘rejuvenation’ in the art of 
selling is now taking place, and a 
new type of ‘super salesperson,’ 
rarely observed in the past, is com- 
ing into the merchandising picture. 
Sales staffs may be smaller but 
every member must be expert; 
every person on the floor, includ- 
ing the buyer, must know how to 
sell, and the mere order taking is 
‘out.’ High calibre sales staffs are 
being organized in stores in all 
parts of the country.” 

* * * 


Rie day, somewhere, 
the shoe merchant will discover a 
service plan for taking care of cus- 
tomers’ shoe wardrobes. 

How can this idea be adopted? 
Department stores advertising cold 
storage vaults for furs. For ex- 
ample: Famous Barr Co. of St. 
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Louis, Mo., show moths feasting 
on a fur coat and the title reads: 
Down and Out—and the tragedy 
could have been avoided so easily.” 
Scruggs, Vandervoort & Barney 
say: “To Arms, the moths are 
coming”; and Stix, Baer & Fuller 
chime in: “We are giving moths 
the cold shoulder at Fur Haven.” 

And so the advertising reads in 
every city in the country—for the 
moth is now an aid to business. 
You see, department stores have 
learned that cold storage of cloth- 
ing brings in service money. The 
theory is: ‘Why not make money 
on service—storage, repairs, re- 
lining, etc.” When a store buys 
goods, everything is hazardous. 
When it gives service, everything 
is gain. One store expects $60,000 
in profit from this department 
alone. The public willingly pays 
because it is sold a fear of loss. 

Now, who can think up an idea 
that will bring last winter’s shoes 
into the store for storage? Could 
the shoes be oiled and rubbed and 
placed on trees and so serviced that 
the customer can call in the fall 
and get heavy footwear, sport 
boots, etc.—in good condition for 
a second season’s wear. 

If you have ever had a pair of 
hunting boots curl up in the insole, 
you can appreciate the suggestion. 
* * * 


; dein McMarold 
marked off his 52,000 mile as he 
arrived in Lynn a recent day—also 


ae 


Gq 
RUN TE! 


the eleventh year and the fourth 
month of his journey to “Walk 
and Be Healthy.” He’s seeking to 
recover his health, which was shat- 
tered in the World War. Inciden- 
tally he represents some English 
shoe firms who are promoting 
pedestrianism. John came from 
Scotland. So did his dog “Jock”. 
Both wear boots. John also car- 
ries a camping kit. He departed 
from Lynn—Canada bound. 


* ok * 


Quality campaigning, 
the American Leather Belting As- 
sociation has decided that, for the 
greater protection of the consum- 
ers of leather belting, it should 
establish and sell this commodity 
by specifications of thickness in- 
stead of weight, thereby discard- 
ing the old weight terminology of 
“ounces per square foot,” which 
may be varied by the addition of 
weighting materials to the leather, 
and does not necessarily always 
represent a differential in trans- 
mission values. 

Now, there’s an example of con- 
structive merchandising. Remem- 
ber the story of the grocer who 
added sand to the sugar so as to 
increase its weight. Well, the 
Belting Association will have none 
of that. Full value in merchandise 
for the protection of its customers. 
That’s its purpose. 

Leather for belting is really 
sold for its mileage, like an auto- 
mobile tire. 





Boy! What a relief! No more tight shoes to pinch your feet! 
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BALLET DANCERS 
CAN CROWD THEIR, 
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SIZE SHOES 





Ui Vitti 





R 


i 


] 
i 


now Your 


FEET 


By NATHAN HACK 


UI 
A 


| 





= 
ll 


i 
; 





RANIA 


Z 


» 


| 






Il 









































— EDITOR’S NOTE h 
ae When Arthur Jacoby, retail shoe merchant of Berlin, 0! 
————=4 challenges the shoe world by saying he doesn’t believe ir 
f—— 3 ~— that a dozn men can be found the world over who really i" 
understand shoe functions in relation to foot function- : 
ing, we accept the challenge. We maintain that in every ” 
city there is to be found one or more men who under- ez 
== __s stand natural shoe functions in relation to normal foot al 
= functioning up to the practical point of legitimate shoe n 

f=; store service. The man in a retail shoe business has 

—— ==4 no right to proceed beyond that point for then it be- 
——} 2 \ te “= _~—Cés«cmees: a scientific problem necessitating professional a 
—— sp) S /g = orthopedic study. fe 
— -— We do believe, however, at this time that it is well cc 
——— f— _—s+ito proceed step by step in revivifying interest in feet of he 
———» | customers in relation to the fit of customers. The first f 
——— =——j Of the series is a rather broad study by that veteran shoe . 
<> —_ ~=— man, Nathan Hack of Detroit. pe 

TARTAR : 

Wi 
qu 
That the human foot is an index w 
to human nature has long ago been recognized by the Pr 
man on the fitting stool, whose aim is to fill the wants Ww 

and whims of a discriminating shoe and foot-conscious 
public. en 
But since no one attempted to analyze or classify mi 

the various types and shapes of feet and their direct 
bearing upon the mental and physical make-up of cl 
their owners, I shall attempt it now, basing my con- in 
clusions upon the observations of some 100,000 pairs TI 
of feet during a period of nearly seventeen years on fe 

the fitting stool. 
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MUSICIANS HAVE 
SMALL FEET - AND 
ARE THE MOST 
DISCRIMINATING. 








Customers 


FIRST 


Orthopedic Specialist 


During my career as an employer and shoe fitter, I 
have developed a hobby for classifying feet, not only 
of individuals, but also of racial groups. This was 
made possible through an analysis chart I have de- 
veloped, upon which we register the name, address, 
size and width as well as the trade or profession of 
each person waited upon. Size worn, size called for 
and numerous other remarks that aid us in our classi- 
fication are also included. 

Through these charts, which we refer to every time 
a new purchase is made, I have observed that-women’s 
feet grow more than men’s. I was amazed when I 
compared sizes of some of our women customers who 
have been buying from us for years, to find that their 
feet have grown from one to four sizes within a 
period of five to ten years. 

I have learned of women customers that used to 
wear a size 3 to 4 shoe at the age of 18 would re- 
quire a size 8 or 9 at the age of 40. One reason 
why men’s feet do not grow in anywhere near the 
proportion is because men wear longer shoes to begin 
with. 

In most instances, increase in weight causes wom- 
en’s feet to elongate, but this applies chiefly to the 
married woman rather than to the unmarried woman. 

Whenever an increase in size is observed after a 
close check up, it will prove that while the length has 
increased, the width has proportionately decreased. 
This applies to men and women alike. Children’s 
feet grow faster between the ages of 10 to 14, and 

® [TURN TO PAGE 57, PLEASE] 
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“They've Got to Be Good, “Macy | 


A New Advertising Appeal Based on Definitely 


Ascertained Quality Standards and How a 
Great Store Backs It Up by Scientific Shoe Tests 


| “They've Got to Be Good,” 
says Macy’s, in a new advertising appeal that prom- 
ises to have far-reaching results, not alone on retail 
advertising policies, but on the much-debated ques- 
tion of the relative importance of price and quality 
on a declining market. Supplementing the new slogan 
is a terse statement from one of the store’s shoe 
executives: “A store can always rectify dissatisfac- 
tion if the quality is there, but when the quality is 
not there, it is a mighty hard job.” 

No wonder this newest Macy idea has created 
something of a furore in the world of retail mer- 
chandising. For through it a retail store assumes a 
responsibility that amounts practically to a guarantee 
of quality. This great New York department store 
now sets quality standards in all grades and kinds 


This abrasion machine was originally a single wheel affair, invented 
by Calvin L. Dennis. It was developed into this 10 wheel device 
in Macy’s own laboratory. It is now capable of testing 10 specimens 
at one time under carefully controlled conditions. Leather, knit- 
wear, textiles, silver wear may all be tested with this device. 






























of merchandise. Shoes may be sold at $2.89 or at 
$6.74 and still have relatively excellent quality, it is 
maintained. There is a point, however, below 
which one cannot go and still have quality. 

Now there is a Macy definition to the word “Qual- 
ity” to the effect that “It is comparative satisfaction 
for money spent.” It is a known fact that quality 
materials can be made up in such a way that the prod- 
uct will not give satisfaction, even though the mate- 
rials are fine. Quality is also measured by the ser- 
vice and satisfaction got out of the shoes. If a 
customer is given a good $5.00 shoe—which is pos- 
sible nowadays—that shoe can be said to have quality 
To determine, before it is bought, what degree ot 
quality it has, Macy’s has established its own Bureau 
of Standards, a complete scientific testing laboratory. 

This Bureau of Standards method of testing all 
store merchandise at Macy’s has proved to be the 
greatest sales stimulant. Not that it is spread on 
page after page in the newspapers ; not that the find- 








FIFTEEN WAYS TO TEST SHOE QUALITY 


A complete shoe test in the Macy laboratories covers 
these points: 


OUTSOLE: Thickness, flexibility, grain, weight, resistance to abra- 
sion and water absorption. 

INSOLE: Thickness, thickness of canvas backing, flexibility, grain 
water absorption. 

UPPERS: Thickness, composition, quality and feel—sometimes bend- 
ing tests, scuffing tests, shrinkage tests. 

SOCK LINING: Part of shoe covered, thickness, quality. 

LINING: Part covered, thickness, resistance to abrasion, quality. 

VAMP LINING: Thickness, count of cloth, type of material, resis- 
stance to abrasion. 

INTERLINING: How attached, material composed of, thickness and 
count. - 
VAMP INTERLINING: How attached, kind of material, thickness 

and count. 
TOE LINING: How attached, type of material. 
COUNTER: Composition, and behavior after water soaking test. 
TOE BOX: Composition, and behavior after water soaking test. 
STITCHES PER INCH: Of outsole to welt, welt to insole, uppers 
back of uppers. 
STAPLES: Number of, upper to insole. 
NAILS: Number of, upper to insole at heel. 
HEEL: Rand, lifts, heel (composition, quality), resisf@nce to abrasion 
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y | Tells the Public 


At the right, the Mullen tester, by which the tensile strength of 
leather, fabrics and other materials is determined and recorded. 


The Colorscope, illustrated beiow, examines- the colors of any two 
materials that are placed in it. The machine indicates on an auto- 
matic meter if the two colors are alike or by. what percentage they 
differ. The first measurement is made of difference in lightness 
and darkness. Afterwards measurements are repeated through co!- 
cred glasses called light-filters, which show whether one sample is 
as red or green as another, and so on. 


When people look at colors tney cannot estimate percentage differ- 
ences between them, because their eyes are not equally sensitive 
and are additionally affected by different types of light. The ad- 
vantage of the machine is that it operates without using the eye 
or daylight. 


OE SS RE Ta! 


ings are given great window and interior space by 
the means of photographs and the actual testing; not 
that all this well-planned promotion has half the sales- 
making appeal as has the fact that every one of the 
Macy salespeople actually believe that the merchan- 
dise they are selling is well worth the money. When 
a store is able in these days to thoroughly convince 
100 per cent of its sales staff that the goods being 
offered are exceptional in both quality and price, an 
enthusiasm is kindled that is transmitted knowingly 
or unknowingly to the customer in a most convincing 
manner. That’s what makes sales to satisfied cus- 
tomers, for a salesperson in this store is not afraid to 
sell the merchandise on the shelves to any one. 

To illustrate one instance to show how the Bureau 
of Standards functions in aiding a shoe buyer. It is 
known that there are many things entering the manu- 
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facturing of shoes which have many interpretations 


among good shoe men. There are also many details 
of great importance to the wearer of a shoe that are 
subject to controversy. Material and workmanship 
tests by the Bureau of Standards does much to iron 
out these differences. After all, it is the hidden parts 
of a shoe which have much to do with the character 
of it, for any shoe man can accurately judge the 
quality of the upper leather, estimate close as to the 
sole leather and eye test the workmanship. 

When the Macy buyers originally had under con- 
sideration a new price shoe for the men’s section the 
procedure for selecting line was as follows: Soles 
were bought from several tanners, not as sample’ lots 
but in runs of sizes. These were tested for abrasion 
and the one standing the best wearing test was spec- 
ified in the orders as standard material. Upper 
leather was also bought in the open market and tested 
for tensile strength, color and wear. Linings were 
tested for tensile strength, also to see that they do 
not have a bias pull which will cause wrinkles as 
the shoes are worn. Toe boxes, counters, laces and 
even the thread used were tested in made-up shoes. 

There is only one way to analyze the parts of a shoe 
and that is to tear it to pieces, so stock shoes are reg- 
ularly dissected every so often for various examina- 
tions. In the case of new lines being offered, it is 
not always the submitted samples which are tested 

[TURN TO PAGE 52, PLEASE] 
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Whites Take the Lead at the Races 


Even Spectator Sport Combinations Are Dis- 
tanced as Smart Society Gathers at Belmont Park 


ln these hazardous times, 
when everything is more or less of a game of chance, 
it isn’t at all surprising that the races are becoming 
increasingly popular. Here, in spite of restricted 
budgets and enforced economy the eternal feminine 
still has its fling at fashion in a setting that boasts 
of a socially smart following, whose style selections 
are catalogued under the sobriquet of ‘the classes.” 

The interest of the milling mob is divided between 
pride of the paddock and the pageantry of “Poman- 
der Walk,” where everybody who is anybody, includ- 
ing the “poor rich,” parade in their finery and are 
“shot” by the news photographer. When the society 
columns herald the detailed descriptions of the prom- 
inent style leaders, there follows a growing demand 
by the masses for the kinds of footwear and other 
habiliment worn by the classes. 

No one has yet determined just what impulse makes 
the races one of our most “dressed up” sporting activi- 
ties. Other outdoor sporting events never command 
that detailed attention for wearing just the proper 
dress, hat and shoes as do the races. There is never 
found at this sport of kings that atmosphere of 
“roughing it” in a garb of the vintage of yester-year, 
but on the contrary, the fashion-wise take a careful in- 
ventory of their apparel to avoid any rumor ‘that they 
may be going off the style-standard. 


The race course may have adopted 
its custom as an afternoon rendezvous for the smartly 
dressed from the capital of fashion, Paris, where the 
couturieres stage their initial introduction of new 
models at the famous Longchamps race course. 

Whatever the reason, its existence is responsible for 
many pairs of shoes being sold and worn. And, what 
is more important, perhaps, for the stamp of fashion 
authority being put on many a shoe. It is not neces- 
sary for a community to have a race course within its 
portals in order that a shoe merchant may derive busi- 
ness from this intriguing sport. With the important 
events being broadcast by the two national radio 
chains, the picture sections of every Sunday supple- 
ment, dramatizing the finishes and fashions of impor- 
tant races and people, women, particularly, develop a 
desire for styles similar to those pictured. 

The Belmont Park races attracted New York’s most 
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important and prominent smart set. It is here, in 
many instances, that a pair of shoes is shown by one 
of the younger set for the first time, and on the fol- 
lowing day the pattern makers are busily employing 
their skill and cunning in developing a similar design. 
All honors are not captured by the “debs,” as can 
easily be seen by the photograph on the opposite page. 
The dowagers as well spring new footwear and cos- 
tumes that are included under the caption ‘‘Seen at 
the races.” 


—— to general belief, spectator 
sport shoes do not lead the paddock parade of fash- 
ion. While the very nature of the sport should syn- 
chronize with this type of footwear, there are those 
who prefer in some instances sandals with others 
adopting afternoon and walking types. Silk dresses 
seen recently at the Belmont track numbered approxi- 
mately 18 out of 20 of the costumes worn. With this 
type of frock, open work sandals were noted with 
shoes of punched and perforated types sharing hon- 
ors. Allover white shoes in pumps, straps and sandals 
were prominent, adding to the ever increasing popu- 
larity of the winning ways of white for Summer wear. 

In spectator sport types, brown and white and black 
and white were not without their following, but the 
overwhelming preponderance of white dimmed to 
some extent the brilliant season predicted for them at 
outdoor events of this character. Some of the defec- 
tion may be charged to the extremely hot weather 
New York was entertaining at the moment, when 
nothing could be considered appropriate except a cool 
pair of white shoes. 

Heels were, of course, the sensible height, prevent- 
ing any sinking in the soft turf. 


The predominance of white shoes 
at the Belmont Park races, gathering place of smart 
New York society, coincides with similar reports from 
Washington, Chicago, Los Angeles and other cities, 
where white footwear is now selling in volume. In 
many stores it is leading all other colors in pair sales. 
Not only does the vogue of white appear to be sweep- 
ing the country in women’s shoes, but the all-white 
shoe, particularly in buckskin, has gained a very 
marked acceptance this season among men. 
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New patterns, colors and materials provide the stimulus 
through which must come increased sales. In the past, 
women’s shoes have provided most of the thrills; result, 
men’s shoes have lagged in the race for business. 


An ENGLISH idea for 
looping the lace in the 
saddle 


A BELGIAN idea for 
stitching and perforating 
the quarter 


A FRENCH idea of per- 
forated lace stay and a 
curved eyelet row 


20 


= Men's Shoes Need 





New American ideas and trends 
in the way of improved blucher and quarter patterns ; 
different edge trims ; a new last or so and such leathers 
as red calf, a somewhat greater use of veals in better 
grade shoes and the more general acceptance of 
scratch proof buck finish leather are some of the offer- 
ings for fall that have been carefully worked out in 
an endeavor to give the men something new, yet not 
radically different. 

Most lines have eliminated “show shoes,” so that 
those which will be seen are fairly sure of meeting 
with public approval. True, all shoes will not be good 
in all stores, but a sufficient number of new numbers 
must be added to a store’s stock to give it a fresh 
appearance. Too many buyers seem to have lost their 
initiative in accepting or trying out “new numbers.” 
The fact remains, however, that a store must have 
some different, practical shoes with which to increase 
pairage sales. 

There are several shoes within this classification. 
For fall sport wear, there is the new reddish brown 
scratch proof elk finish leather which is being used 
in both plain toe, blucher, bellows tongue with heavy 
crepe sole for golf wear, as well as full brogue, pat- 
tern pinked and perforated to one’s heart content with 
leather sole and heel. This latter shoe will be seen 
at the hunt clubs and other fall outdoor gatherings. 

Scratch proof buck finish leather in the deep browns 
have been in the high grade stores for the past 5 years 
with limited success. This year this leather will be 
in the more popular priced shoes, so it is confidently 
felt that it will have a much stronger reception. 


A GERMAN idea for 
perforating for ventila- 
tion 
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Just what will happen to the grains, both heavy and 
fine finishes is a matter of conjecture. Last year the 
sale was considerably restricted due to the mild 
weather in many parts of the country. Buyers are 
sizing up for the fall rather sparingly on the grains, 
with the feeling that if the weather breaks that there 
will be a fair sale for this leather. The finer grains 
are being favored over the heavier ones, with boarded 
calf and veals cutting down the usual sale con- 
siderably. 


A few samples of red calf 
are seen in some lines. Those factors which have had 
considerable success in selling cordovan the past win- 
ter think more of this shade than the rest. A few 
orders have been already placed in a few of the big 
city stores for beetroot red calf shoes to retail around 
$6.00 and $7.00, which shows that some stores have 
faith in the acceptance of this color. 

What was said relative to grain leathers also holds 
true of the double construction shoes. These very 
heavy shoes will only sell if enough snowy, sloppy 
going warrants a man to consider shoes of this char- 
acter. Last year the factories sold the shoes, while 
the retailers had hard work to move their stock. De- 
tailing of these shoes remain much the same as here- 
tofore. 

Seasoned observers indicate that about 25 per cent 
of the fall shoes will have wing tips, with the great 
majority of these shoes going to the so-called college 

[TURN TO PAGE 62, PLEASE] 


A SPANISH idea in a 
man’s strap sandal 
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1} Tonic of New Ideas = 


A world of ideas contributed to the designing of men’s 
shoes in an effort to brighten up the pattern outlook. 
The new use of lighter shades of brown are noted abroad. 
More liberty in design punctuates the international mode. 


A SWISS idea with a 
flying arch strap 


A SWEDISH idea of a 
perforated apron 


An ITALIAN idea of 
punching and stitching 


the entire vamp 
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Cooperate with Competitors on Promotions 


. statement has been made 
that “those who will not confer with their competi- 
tors, will soon confer with their creditors.” 

There is no profit in unbridled competition. It was 
generally hoped that shoe stores would stay in line, 
selling regular shoes in a regular way, during the 
month of June. There were pretty good reasons for 
hewing to the line, for consumer purchasing had been 
delayed and it was quite obvious that the public would 
be in the market in the month of June for a fair 
quota of new shoes. But in nearly every city clear- 
ances have appeared and were so worded as to indi- 
cate even bigger bargains than heretofore. As a re- 
sult, June retailing reverts back to its predatory 
characteristic. The battle cry is: “Get the money.” 

It is a pity that shoe stores are not more calendar 
minded. They operate on the day-to-day schedule and 
an off day at retail must be bolstered up by some 
sort of a price appeal. In too many cases, traffic of 
customers seems to be more desirable than the proper 
service of customers. Traffic alone doesn’t make a 
business for one store sold 1400 items during a recent 
week to the tune of a $2,000 net loss. The hustle and 
bustle of the store was mistaken for progress and 
profit but the reverse resulted. The cream of the sizes 
was sold and there are still more losses to come from 
that “stimulated week.” 

Some thoughtful merchants believe that the time 
has come for talking things over with competitors so 
that some simplified method of control of competition 
can be agreed upon in those months that have within 
them the possibility of regular business in a regular 
way. Certainly, retailing is far from being efficient 
when its sole appeal is the clearance an” sacrifice sale. 
Inefficiencies in retailing lead to simua. disturbances 
to the entire machinery of business. 

A study of retailing covering the past five years 
shows a surprising turnover. Strange to relate, the 
figures show a decrease in the total number of dealers 
operating. The survey covers 255 towns and the de- 
cline in numbers in types of stores indicated an in- 


creasing rate of mortality. The lessening of stores 
in itself would seem tosbe an exceHent thing if it 
eliminated the incompetent, the wasteful, the unin- 
formed and the insolvent. But the decline has been 
not entirely in the “skimmed milk” classification. 
Many stores rated as “good milk” and even as “good 
cream” have passed out of the picture—not because 
there wasn’t a proper place for their service but be- 
cause of their own “doings.” 

One significant fact is that drug stores have the 
longest lives and the only answer to that is the drug- 
gists are the only retailers required to pass an exami- 
nation before entering business. 


Every individual feels that he has 
a constitutional right to engage in a common calling. 
Before long, some method must be devised that will 
necessitate something stronger than just constitutional 
prerogatives as the basis for starting in business. The 
first reason should be public necessity. The second— 
capacity for performance; and the third—adequate 


capital. and reserves to justify the venture. But no- 
body wants to go back and correct things at the 
source so storekeeping, as such, will muddle along 
and if the records are true, show a short span of 
mercantile life and then oblivion. 

Efforts are now being made in Washington to make 
it possible for competitors to get together on some basis 
of mutual operation that will insure a fair measure of 
profit for the service rendered and the capital invested. 
Heretofore, the law departments of the government 
have prevented any and all agreements in trade linked 
with any idea of concerted price policy; but several 
bills are now under committee to cope with the prob- 
lem of balancing production and consumption. 

It may perhaps be left to industry to stabilize itself 
in a way that will be “for the public good;” but 
until that time—why not meet with your competitors 
and organize a method of approach to the regular 
Fall selling ahead? 
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Zallee Photo...Printed by permission of Rothschild-Greenfield Co., St. Louis 


‘Ohe Rothschild-Greenfield Company is one of the finest 
men’s stores in downtown St. Louis, and likewise 
one of our valued customers. «» We acknowledge 
their courtesy in providing us with this photograph 
of one of their recent displays of UPTOWN Shoes. 


This line of high-grade footwear is recognized for 
its quality and has a ready acceptance by 
men who appreciate value. 


UPTOWN fff SHOES.- 


FOR THE MAN ABOUT TOWN 





ROBERTS JOHNSONSRAND 


GOranch a international Shoe Co. 


ST. LOUIS, MO. 
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Windows 


Costly Decoration Not So Important 
as a Succession of Original Ideas 
Carried Out in a Manner That Will 
Attract Customer Attention and 


Arouse an Active Buying Interest 


By W. S. BUTLER 


Display Manager, Globe Shoe Co., 
Savannah, Ga. 


Windows must talk and talk out 
loud if they are to fulfill their purpose of stopping 
customers and promoting sales. This does not mean 
that they should be cheap or blatant, but that they 
should have the power of commanding attention. 

Business conditions today present the greatest 
opportunity that display men have had in generations 
to prove their value to their employers and their 
worth in bringing about normal buying. <A _ well 
planned window will sell wanted merchandise that is 
priced right. A display man clever enough to put in 
such a window at a small cost to a store is a real 
asset. Windows that sell goods without contributory 
assistance are of vital importance at this moment. 

A good window man never tries to play a lone 
hand as he must work closely with every other de- 
partment of the store, especially the advertising, buy- 
ing and sales staffs. Windows must click with 
the public in order to keep people interested enough 
to enter the store and so permit the salesman to get 
in his fine work. There is another way of work- 
ing with the salesmen: after the showing of new 
styles has been in about three days, find out from 


« 


- ft. 


” 
& 


\ 


PA : 


fe £ 


= 


<r Nes 


pa ee Sees oy : " 
or ">> Ped BSF Bo 3-5 % 


The materials used in this trim consisted principally of 30 
sheets of gold paper purchased in a book store at a cost of 
$1.50, yet the result was pleasing and attractive. While every 
display costs money, freshness and frequent change are par- 
ticularly important in these times. Thoughtful planning can 
produce good results at a minimum of expense 


the men on the floor just what styles are selling 
best. One the next trim put these styles in the rear, 
giving the other styles a chance. 

People like to see something different all the time, 
so the window man, by making his front the leading 
display in town can do much to bring business to 
his store. A good mental picture of an attractive 
trim carried home by a customer has a lasting effect, 
in fact there is no better way of keeping the styles 
and windows in the public’s mind than by keen 
windows. 

It costs money every time a window is changed. 
Right now the boss is watching these many expenses 
closely. When business is slow, however, it is just the 
time when the window man must put on all his pres- 
sure in shoe moving displays. People have money. 
Our job is to so merchandise our windows that 
they will be in a willing mood to part with their 
money. 

Good selling trims do not always cost a great deal 
of money. Sometimes some of the most inexpensive 
ones produced the best results. For example, a sandal 

[TURN TO PAGE 52, PLEASE] 
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standardize on 


RUBY KID 


In Their Line of Light Flexible 
Shoes Made by the 
Compo Process 


Enjoying as they do, the confidence and patronage 
of some of this country’s most enterprising and 
successful retail shoe merchants, Conrad Shoe Co. 
naturally are duly critical in selecting their shoe 
materials. 


It is highly significant that Ruby Kid is their stand- 
ard specification for black kid shoes. 


We appreciate especially that Ruby Kid has been 
thus selected to help demonstrate the cool comfort 
and glove-fitting advantages of kid leathers in men’s 
shoes. 


JOHN R. EVANS & CO. 


CAMDEN, N. J. 
Philadelphia Boston St. Loius 
Cincinnati Rochester Milwaukee 


ONRAD 


SHOE COMPANY 


BROCKTON MASS. 
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Good will copy plays its part in 
shoe advertising and it’s a mighty important part. In 
these days of economic stress, however, the emphasis 
has passed to selling copy and this is particularly 
true in the case of clearance sale advertising. Here 
the purpose is to impress customers with the values 
offered and thus make them come into the store and 
buy. Ads that accomplish this purpose are good sale 
ads. If they fail to accomplish it they must be re- 
garded as unsuccessful, however attractive and appeal- 
ing they may be from the standpoint of layout, illus- 
tration or copy. 

Whatever we may think of the wisdom of em- 
phasizing price as a general policy in retail shoe ad- 
vertising, we are forced to admit that price and value 
constitute the primary appeals in clearance sale adver- 
tising. The moment we decide to hold a clearance 
sale we accept this premise. The object of the sale is 





Two layout suggestions for clearance sale ads designed to attract the attention of customers to the exceptional values offered. 


Sale Ads Must Sell Shoes| 


The Proof of Good Copy and Layout in 


Clearance Time Is Found in Pulling Power ] 
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to dispose of merchandise which, for one reason or 
another, has not been sold during the early part of the | 
season, and to dispose of it at a price. The price is | 
the inducement which the store holds out to the cus- 
tomer to buy and consequently it needs to be empha- | 
sized in the advertising. : 
This does not mean, of course, that clearance ac- : 
vertising must necessarily be unattractive from the 
standpoint of layout, copy and general appearance. 
To make it unattractive tends to defeat the purpose 
for which it is intended, for unattractive advertising, | 
in these days, hardly rates a second glance. A good 
sale ad can be well laid out and need not depend | 
solely on bold type and black ink to get the readers | 
attention. It should, however, feature prominently | 
the individual items of merchandise, with illustrations § 
if possible, together with their prices, and some speci:l 
appeal to emphasize the attractiveness of the styles. 
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This blucher oxford is 
built on our popular 
BELGRADE Last. 
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Between the limitations of the newspaper and his 
own lack of time, the average shoe merchant very 
often has a hard job making his sale ads as effective 
as he would like them. Yet it is possible to make 
layouts that are simple enough for any printer to 
follow, yet compelling and readable enough to get 
attention in ad-crowded papers at sale time. The ac- 
companying layouts show practical ideas that are 
adaptable to almost any size space, and can be made 
up if necessary without any special art work. 

Of the two ads shown at the beginning of this 
article, the one at the left, is planned for a six or 
five column space. By using small shoe illustrations 
it can be “boiled down” to four column width. With 
the side columns omitted, it is practical for a three 
column ad. Thus it allows for an entire sale cam- 
paign that follows the same layout idea—gaining the 
advantage of continuity. 

The ad at the right gives a layout in which Ben Day 
may be used effectively. However, the same layout 
can be used without Ben Day, setitng the type lines 
between rules, as indicated. The price figures are 
available in one style or another in almost every news- 
paper office. This style of layout is also adaptable to 
various sized ads. 

To get a window tie-up with layout No. 1, have cut 


out letters of “Shoe Sale” across the back of the win- 
dow, at the top—slant 1 in. x 8 in. boards from the 
upper back to the lower front of the window. The 
circular prices, on compo board panels, in front of 
which shoes are displayed, gives a display tie-up with 
the second layout. Use the circle prices in every 
counter in the store. A New York store which has 
tested sale prices for three years has proven that the 
odd price in series is most productive, and that the 
“5” series of odd prices pulls best of all 

While price is necessarily the most compelling ap- 
peal in sale advertising, it need not be the only one. 
The customers who buy at sales are as much inter- 
ested in style, for example, as those who pay regular 
prices. And so it pays to put good cuts and illus- 
trations in the ads. A mere verbal description of a 
shoe cannot tell a very convincing story of how at- 
tractive the shoe is nor give a very accurate picture 
of the pattern. The price is far more interesting if 
the style of the shoe is shown. 

In this period when sales are so numerous that the 
mere fact of a price reduction has lost much of its 
appeal, it is an excellent idea to try and give your 
selling some new angle of approach. Instead of call- 
ing it a “Clearance Sale,” invent some catchy phrase 
like the “Circle of Value Clearance.” 


COPY SUGGESTIONS FOR THE JULY CLEARANCE 





A Special 
Feature in 
COMPOSITE 
SHOE STORE'S 
JULY SALE 


Values in our Midsummer 
clearance sale are so extra- 
ordinary this year that you just 
can’t afford to pass them up. 
It’s real economy to buy sev- 
eral pairs at prices like these. 


With the best part of the Sum- 
mer still ahead of us, you will 
find one or several pairs of 
these seasonable shoes, on sale 
at reduced prices, an eco- 
nomical investment. 
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: Women’s Shoes ° 





Perhaps you’ve wanted a pair 
of our attractive spectator 
sport shoes, but felt that you 
could not afford them up to 
now. Here’s your opportunity 
to get them at lower prices. 


yi rod 


5.65 


Children will need new shoes 
soon and now’s the time to buy 
them at money saving prices. 
They are the regular styles and 
types that we’ve been selling 
right along and we take extra 
care to fit them perfectly. 


to 7.50 





























Have you postponed buying 


Never since pre-war times 








your Summer shoes until just 


have we been able to offer 





before vacation, hoping to run 


the remarkable values in qual- 





across a real bargain? Well, 





ity footwear that we are offer- 





you win. Business has been 

backward this season and so 

we offer sweeping reductions 
“across the board.” 








COMPOSI TE 
SHOE STORE 


ing in this sale. Whether you 

need new shoes or not, it’s 

economy to buy them at these 
prices. 
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A Cordial Welcome 
to all Buyers of Foot- 
_ wear and Accessories 
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BOSTON 
320) owe 


(13TH ANNUAL) 


HOTEL STATLER 
July 1th, 12th, and 13th 


@ The Official Midsummer Show and 
Market-Convention, sponsored by the New 
England Shoe and Leather Association. 


@ Five floors of fascinating footwear—the 
pick of New England’s 1932 output. 


@ Presenting the last word in quality, work- 
manship, style and service, instructive 
rare (Ceatoyery am) detleylacmmerteve Mm o(tejatl@baceyi (se 
and wholesaler conferences. 


SIME @reyestowevele Ms (ole) Men comeltiayettehameltile e 
selling lines, and enjoy the complimentary 
salt-water outing, golf tournament for 
yoy CLAPEEV ele Mold eCcrael-) tC: etaael Meseice (ole) am eles ye) c 
talities to visiting buyers! 


@ Auto Trips to local George Washington 
shrines for the ladies. 


SPECIAL RAILROAD 
and STEAMSHIP RATES 


@ For hotel reservations and information, 
write 


THOMAS F. ANDERSON, Secretary 
166 ESSEX STREET, BOSTON, MASS. 





l 
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Customer or Merchandise-- Which 


Is the Vital 
Factor in Closing 
' Shoe Sales? 


“Which is more important to the conclusion of 
the sale, knowledge of the customer or knowl- 
edge of the merchandise?” 


This was a “self starter’ question propounded by 
D. G. Blue to a sales representative from each of 
the selling departments of the large R. H. Fyfe shoe 
store in Detroit. 

It seems that in a recent issue of Fellowcraft the 
Fyfe house organ, of which Mr. Blue is editor, there 
appeared a somewhat similar question treating with 
the possible return of business in 1932. This was sub- 
mitted to various executives. The answers created 
an unusual display of interest through the entire or- 
ganization, chiefly among the salespeople. 

Reasoning that the sales staff would be doubly in- 
terested if given an opportunity to air their views 
along lines vitally pertaining to their chosen vocation, 
salesmanship, Mr. Blue worked out the question. The 
response was most gratifying and instructive. A 
series of friendly arguments started throughout the 
whole sales organization. Mr. Blue said: 

“The enthusiasm which seemed to permeate 
throughout this important branch of our organization 
as a result of these comments has, I believe, been most 
constructive and beneficial to the individual in per- 
forming his daily task. Echoes can still be heard 
rumbling in the background from groups of various 
salespeople voicing their personal opinions as to which 
side of the question is the more important. Innumer- 
able requests have come to me from our sales organi- 
zation for a repetition of this type of matter to be 
used in future editions.” 

Now for the answers: 


James Wooton, Third floor salesman: 


“Knowledge of the customer is far more important 
when one is faced with the fact that one’s customer 
really has to be sold. At that stage of the transaction 
the salesperson should have made the customer feel 


Salespeople in Store of R. H. 

Fyfe & Co., Detroit, Answer 

This Interesting Question 

and Give the Reasons for 
Their Opinions 


satisfied that he (salesman) knew his merchandise 
and thoroughly understood fitting. After showing 
and fitting several types of shoes and getting the cus- 
tomer’s reaction the salesperson should have gained 
sufficient information of the customer’s needs and 
wants and particular type of shoe desired to make a 
satisfactory sale.” 


P. B. Johnston, Fourth floor salesman: 


“TI had almost decided to flip a coin to reach a de- 
cision as to which side of Editor Blue’s question to 
take when a recent experience made the decision for 
me. In this particular case, and I believe in most 
cases, knowledge of the merchandise holds the whip 
hand in the final conclusion of a successful sale. 

“T was given a customer recently, a total stranger 
to me, who asked for, and demanded in no uncertain 
terms, a brown suede one-strap pump. After arriving 
at the size and last the customer needed, I discovered 
we were out of that particular size and last in brown 
suede one-strap pump. Realizing we carried this par- 
ticular pattern in several other leathers and colors, 
and knowing the fitting qualities and exquisite style 
built into this pattern, I asked the customer’s permis- 
sion to fit some of them on her foot that she, too, 
might learn of their unusual tailoring and fitting. 

“After spending quite some time in fitting these dif- 
ferent pumps, explaining the exclusive construction in 
fitting, the selected materials used in building them, 
and explaining why this particular last was needed for 
her peculiar type of foot, the customer bought and 
paid for two pairs, one black and one brown alligator. 
Knowledge of merchandise, its particular points of 
construction and fitting qualities broke down a seem- 
ingly stone wall of style and negative mindedness.” 


Gordon A. Culpert, Main floor salesman: 


“A question always has two sides, both of which 
may be right and have convincing proofs for their 
[TURN TO PAGE 58, PLEASE] 
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Exclusively 


N exclusive atmosphere in the pre- 
sentation of any worthy product is 

conceded to be of primary importance in 

the successful selling of that product to 

the public. 

Si-en-tiffick Sales Engineers 

have made available to all 

Si-en-tiffick Retailers 

through Si-en-tiffick sel- 

ling representatives, an 

individual window 

decorative service 

that for sheer beau- 

ty and downright 

inexpensiveness 

is a masterpiece. 

Bought from the 

same sources that sup- 

ply the smartest and 

largest operators under 


Si-en-tiffick 


the personal direction of experts, the 
materials offered in this set-up are the last 
word in character, quality and style. 
The plans are individual plans, drawn 
to scale for each store. You have never 
seen or heard of anything like 
it. It brings to the inde- 
pendent shoe retailer 
advantages heretofore 
available only to large 
group operators. 
The Si-en-tiffick 
representative, 
now in your dis- 
trict, has complete 
details of this plan 
and the new line 
of Si-en-tiffick Shoes. 
You will want to see 
Write today. 


Si-en-tiffick Shoes, Inc. 
Columbus, Ohio 
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Think of Nunn-Bush Autograph Ox- 
fords at $9.00 and Nunn-Bush Arch- 
Fashioned Oxfords at $7.00! Think 
too, of the possibilities of Nunn- 
Bush CRUSADER Oxfords at $5.00! 


v 





WRITE OR WIRE 
FOR COMPLETE 
INFORMATION 


v 


TCD NINES 1 ON) 5 Orca), 01 DIONE) s (0) 0m GO) 
Makers of Ankle-Fashioned Oxfords for Men 


NEW YORK MILWAUKEE ss san rrancisco 
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Nunn-Bush 
Retail Prices for Fall 


(WHOLESALE PRICES IN EFFECT NOW) 


Most Styles 


$ 7 Ue 
Crusaders Autographs 
$500 melue 


CALFS AND GRAINS 


Quality Standards Emphatically 
Equal and in some instances Better 
than when sold at $8.50, $10, $12.50 


DER 
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The Case for the P. M. System 


How Payment of Premium Increased Sales on 
Slow Lines without Undue Increase 


The payment of 
premiums for the sale of certain 
lines of shoes is an acceptable 
method of disposing of an over- 
stocked condition on a particular 
type of merchandise. It is an effi- 
cient method of cleaning house. 
Likewise it supplies an added in- 
centive to the sales force to con- 
centrate on the sale of merchandise 
which these same _ salespeople 
would normally shun. As an ex- 
ample of the value of P.M.s a mer- 
chandise manager cited this case: 

The shoe chain with which he 
was associated had purchased three 
novelty lines of patent leather 
shoes for November Ist delivery. 
Although they had not been re- 
placed by other patent leather 
stock, these shoes were not even 
fair sellers in any of the twenty- 
odd store locations. — 

Although the sales division had 
placed emphasis on their sale the 
various stores were not moving 
these shoes out from stock. Febru- 
ary the first, after three months in 
stock, the record of these particu- 
lar styles showed 5222 pairs on 
hand out of the original inventory 
of 6660 pairs. 

These shoes did not fall in the 
antiquated classification. They 
were new season merchandise but 
were not ‘self-sellers.’ They 
needed sales effort and apparently 
the sales force lacked this neces- 
sary effort. In order to sell these 
shoes while they were still season- 
able the merchandise department 
decided to place at 25c P.M. on 
each pair of these shoes that were 
sold. 

The store managers were in- 
structed to display all these models 
prominently and on February first 
were directed to call a sales meet- 


ing and pep up the entire sales 
force on this P.M. Special. The 
plan of the merchandise depart- 
ment met with the approval of the 
sales force and they commenced 
immediately to push sales on this 
Patent Leather group because they 
were furnished with that extra in- 
centive that continually urged them 
on. The weekly P.M. envelope col- 
lected every Saturday night in it- 
self was enough reminder to sell 
these patents and collect extra 
commissions. 

In the six weeks commencing 
February first the sales of this 
group in all stores reduced the 
total number of pairs in stock to 
2129 pairs. 

Previously only 22 per cent of 
this stock had been sold during the 
first three months. Now with the 
P.M., 59 per cent of the starting 
inventory figure have been sold. 
To sell these additional 3093 pair 
of shoes had increased the selling 


in Cost 


cost on these particular shoes only 
by 4 per cent. Comparing this P.M. 
expense with the cost of a mark 
down shows the value of the P.M. 
system. Suppose that a mark 
down had been taken and that the 
net sales for the same _ period 
would have been 3093 ; what would 
the mark down expense be? It 
could not possibly be less than 10 
per cent. 


Analyzing the case still furthe: 
it was seen that the greatest sales 
gain was made in: opera pump 
sales. Correspondingly the plain 
patent regent opera, a stock shoe 
showed a decrease in sales of 43 
per cent for this same six week 
period. What was happening was 
this: A customer asking for a 
patent leather opera was shown the 
P.M. opera first. Previously, in- 
ertia, force of habit, the easy roac 
attitude, had influenced most sales 
people to show the stock shoe for a 
call such as this. Previous instruc- 
tions from the management had 
not appreciably changed this atti- 
tude and it would be impractica! 
for the merchandise department to 
remove the plain opera from stock 
in order to force sales on the nov- 
elty shoe. 

Now the 25c premium change:! 
the picture. The P.M. shoe wa- 
displayed constantly and actually 
sold in preference to the stoc!: 
opera. Was this beneficial? De- 
cidedly, yes. The plain regen: 
opera was not dangerous merchan- 
dise. Even though it remained in 
stock for a year, if properly care: 
for, it would not lose its sale value. 
The P.M. shoe was a novelty; 1: 
must be sold this season or never. 
The 25c. P.M. had regulate: 
sales without the painful and ex- 
pensive “Mark Down Operation. ° 
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@ The “black magic” of Africa throbs 
in Nigeria, from where goatskins are 
imported for a different black magic 
-.the magic of Black Glazed Kid. 


“Controlled materials’ means a_ better 

product. So when we buy raw skins in 

the source markets of the world (not con- 

tenting ourselves with buying from spot 
markets, but assuming the expense and trouble of 
maintaining a buying organization that can care- 
fully inspect and hand select each raw skin) “con 
trol of materials” becomes one of the factors that 
contribute to the superiority of our finished glazed 
kid. 


The second Surpass formula is “manufacturing 
integrity.” An experience that has been developed 











VY 
LEATHER 


Black and colored glazed kid for outside stock 
and linings (also genuine Kangaroo) con be 
obtained from Surpass in any grade 
ond of standard unvarying quality 
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over 50 years of tanning, a skill handed down in our 
work shops from generation to generation, and faith- 
ful painstaking workmanship are its elements. 


This same integrity is carried into our sales or- 
ganization, and Shoe Manufacturers appreciate the 
consistency of our grades. The fact that these 
grades are always the same, never varying as a re- 
sult of the raw-skin market or of production condi- 
tions, is the third formula with which we assure a 
glazed kid that makes possible controlled 
material for the shoe manufacturer 
and, naturally, a better, more salable oes 
for the Shoe Retailer. 


Zieh 


COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chieago 
Cincinnatti St. louis London(England) 
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“I know theyre good oven before 
see them,” he said. “I've worn or 
Wards as long as I can ade 
corerercne stags 


‘being exueme,”’ he ssid. (John Conroy, football — 
star of Fordham, also chove this shoe.) ™ 





“Today we are faced with a demand for new and stimu- 
lating advertising messages which must contain interesting 
news about tempting, attractive new shoes and which must 
be freshened with new appeals in order to create a buying 
urge in the minds of the public or in order to inform the 
public when to buy shoes and what shoes to buy.” 

The above advertisement by John Ward is an excellent 
example of a fresh appeal in shoe copy, designed to attract 
attention and arouse interest in a Summer sport shoe. It 
was one of a series, featuring favorite sport shoes at 
different colleges. 


Visualize the Customer to Write 


Effective 
Shoe Ad Copy 


By WILLIAM J. SNEIDER 


Sneider Shoe Co., Asbury Park, N. J. 


With competition keener and 
struggles for existence more common, advertising has 
become a dominant selling factor. Comparative prices 
have developed into expressions without qualifica- 
tions, abused until they cease to function and used 
only in the capacity of sometimes boosting sales for 
today, but never building for tomorrow. 

Newspaper copy as employed by the average shoe 
store is no longer convincing. Bargains have been 
shouted, sales have been advertised in superlative 
terms until the public appears to be satiated and 
advertisements fail to pull in relation to their cost. 

Today we are faced with a demand for new and 
stimulating advertising messages which must contain 
interesting news about tempting, attractive new shoes, 
and which must be freshened with new appeals, in 
order to create in the minds of the public a buying 
urge or in order to inform the public when to buy 
shoes and what shoes to buy! 

The first problem that faces us in preparing an 
advertisement for a retail store is to analyze the shoes 
we have to offer. We must visualize ourselves, for 
the moment, as our customers who will buy these 
shoes, and we must determine just what there is 
about these shoes that would lead us to buy them— 
is it the style, the price, the material, the color, or 
is it the appropriateness of these shoes to the season 
of the year, to the clothes that are being worn, to 
sports or games, or to current social events—or is it 
a combination of several of these appeals that would 
lead us to buy? 

As we enter into the reading matter or copy of the 
“ad” itself, the first problem is the headline. We must 
bear in mind that the headline is a gateway to the 
advertisement. It should invite the reader’s eye to 
enter and travel further. 

Too often headlines are written that impress the 
advertiser as being clever, rather than because they 
convey a coherent message, correlated with the mes- 
sage in the text. Headlines are to advertisements 
[TURN TO PAGE 58, PLEASE] 
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19 
Lin., 2% 


THIS MARKET NEVER 


CHANGES 


if you’ provide good 
merchandise 





Be Olde 


No. 85——Black Ruby Kid One-Strap Cut- 
out Sandal, 60 last, 12/8 heel. In stock 
RG, WG Wile aos &. whlnre 66-4000 00.8’ Price $1.80 


No. 135——Black Kid Open Throat Tie, Lea. 
Lin., 220 last, 14/8 heel. In stock A to E. 
Price $2.60 


LUNN ann SWEET 


Cpyme Comfort Shoes 


ARE DEPENDABLE 


and more easily salable than ever 
under present economic condi- 
tions. 


With the family pocket-book flat 
on its back, the housewife is 
once more on her feet. Her 
shoes must serve her well. They 
must deliver comfort, durability, 
and good looks. 


Every housewife is an easy pros- 
pect for the genuine old time 
comfort and modern good looks 
found in Ye Olde Tyme Comfort 
Shoes. 


IN-STOCK 
CATALOG 
ON REQUEST 


* 





No. 346—Black Ruby Kid Plain Toe Ox- 
ford (Lea. Lin.), 86 last, 9/8 heel. In 
stock A to EB. ...ccscscees Price $2.00 


No. 113—Black Kid Closed Throat Tie, 
Lea. Lin., 205 last, 13/8 heel. In stock 
pS errr rrr rere ce Price $2.60 


2 : 


DIVISION AULT-WILLIAMSON SHOE CO. 
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When Price |s Reduced, 


10% 


As you decrease in price, you must increase in volume 


“Price cutting doesn’t add a single new buyer,” is a truth that has come out of the 
technique of modern retail operation. 


W hat 


Increase 
in Volume 


Is 


Needed? 


ladications that price cuts are 
losing their novelty and, therefore, much of their in- 
fluence as an incentive to consumer-buying, are be- 
coming more evident and numerous. Half-page 
spreads in the newspapers broadcasting the nth re- 
duction within a year no longer inspire a clamoring 
demand for goods. The oft-repeated cry of “wolf” 
has lost its efficacy and there is no perceptible rise in 
the body temperature of the public on learning that 
another cut-price sale has been put into effect. At 
present, they all have the same moldy look. 

Some merchants have sacrificed quality to price. 
In this class there are many who see customers a sec- 
ond time only to listen to complaints. Other dealers 
have lowered the selling price only to the degree per- 
mitted by the general downward trend in prices. 
While these conservatives have undoubtedly felt the 
effect of a restricted sales volume, they have continued 
to make a profit and preserve their reputations for 
quality merchandise. A third class have turned price- 
cutting into profit-elimination with the result that the 
highway of business is strewn with the wreckage. 

Much of the senseless price-cutting is traceable to 
the widespread belief that volume is the producer of 
profits, and reduced prices a creator of volume, always. 
It is not amiss to caution merchants that reduced 
prices are by no means an assurance of increased vol- 


ume. Much of the popular faith in volume has arisen 


from the fact that in certain specialty lines such as- 


automobiles, radios, etc., every drop in price increases 
the number of buyers. 
Such a condition does not exist in staple items which 





_ |100 
% 








It may spread customers around about in town 
but no real increase in volume results. 


.are habitually bought, consumed and replaced. A new 
market is not reached; new buyers are not created. 
A price cut does not add a single new buyer. For 
that reason, increase in volume does not appear. In 
staple lines, the expectancy of increased volume to 
offset a reduction in price is a will-’o-the-wisp. The 
result can only be disappointment as any temporary 
gain in volume will shortly be lost when competitors 
follow the reduction and regain their lost trade. 

Moreover, a reduction in price of 10 per cent re- 
quires an increase of 11 per cent in units sold to 
return the original gross profit in dollars. A re- 
duction in price of 20 per cent requires an increase 
of 25 per cent in units sold, and a reduction of 25 
per cent requires an increase of 33 per cent in sales 
volume. Unless these increases in sales volume 
can be secured, or unless expenses can be cut in 
dollars sufficiently to absorb the price reduction, 
nothing results from the reduction but profit de- 
struction. 


The accompanying charts depict 
graphically what happens when prices are cut for one 
reason or another. The block chart shows how much 
faster the volume necessary to maintain a given gross 
income advances as prices are reduced. It will be 
szen from this chart, that while a price cut of 10 per 
cent necessitates a volume increase of approximately 
the same figure, by the time the cut has reached 50 
per: cent, the volume must be doubled. From there 
on up the increase in volume necessary to maintain a 
given income increases even more rapidly, making the 

[TURN TO PAGE 58, PLEASE] 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 





The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter,. 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 

- line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS, 
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Nis need the convention 
and the convention needs you,” 
was the opening statement of 
Carl Douglass, president of the 
association, in greeting a record 
registration of Pacific Northwest 
shoe retailers at their fifth an- 
nual convention in Seattle. 
“We are gratified in opening 
our convention to greet so many of 
the leading shoe dealers from the 


various Pacific Northwest States ° 


and for the presence here of the 
representatives of the leading shoe 
manufacturers with their lines of 
samples spread for our inspection. 
For us, it is a valuable service for 
these men to come here and spread 
their lines so that we may make 
quick and accurate comparisons in 
a way which is not possible when 
we look at one line one week and 
another line the next.” 


Shoe Style Meeting 


The educational meeting on 
“shoe style” was opened by Miss 
Pauline Morgan, stylist, of the 
Amalgamated Leather Companies, 
who with a brief introduction and 
a boost for discriminating North- 
west Shoe Retailers, recommended 
future styles, admonishing the 
dealer to ascertain accurately the 
women’s wants, stating that 
browns would be in good taste 
and that they be shown if possible 
with dress materials. It was her 
opinion, backed up by personal 
contact with eastern and interna- 
tional stylists that blues also would 
be good this Fall, but that what- 
ever color was decided upon, shoes 
should match the costume. Various 
shades of brown were discussed at 
some length. Also, in stressing 
browns, Miss Morgan suggested 
that instead of the name “brown,” 
some other attractive name be used, 
so as to dramatize browns in a 
way to intrigue the imagiria‘ion of 
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NEW OFFICERS ELECTED 


President, David M. Graham, Eugene, 
Oregon. 

Vice-President (At large), Everett 
Nordstrom, Seattle, Wash. 

Treasurer, Steve Wachos, Portland, 


Ore. 

Vice-President for Washington, Lloyd 
Hill, Spokane, Wash. 

Vice-President for Oregon, George 
King, Salem, Ore. 

Vice-President for Idaho, Fred T. 
Burnett, Boise, Idaho. 

Vice-President for Montana, Clell 
Smithers, Helena, Mont. 

Vice-President of British Columbia, 
S. D. Wilson, Vancouver, B. C. 








the buyer. She declared that Paris 
featured brown, especially in a 
pump, adaptable to all-day wear. 
Miss Morgan brought to her lis- 
teners attention the vintage shades, 
with samples, stressing the new 
“Porto,” a high style, recommend- 
ing, however, a limited quantity 
for stocks. 


Blues to Match Fabrics 


Blues were suggested in gener- 
ous quantities and would, undoubt- 
edly, be matched to the various 
fabrics for both Fall and Summer 
wear; greens only in minimum 
quantities. Reptiles few. 

Kid linings were stressed and 
dealers were advised to attractive- 
ly describe them as comfort would 
be found a talking point in selling 
the women. It was the speaker’s 
belief that the new style of shoes 
have a greater appeal than hereto- 
fore and that they can be used to 
flatter the foot, having a rounder, 
fuller and roomier toe. 

Further, it was declared by Miss 
Morgan that salesmen be educated 
on these points in order to increase 
the volume of sales; that ofttimes 


Pacific Northwest Shoe Men Meet im 


Style Discussions Hold Prominent Place on 
Program of Retailers Convention in Seattle 


in making a check of various stores 
she had found a laxity of informa- 
tion and that too often price was 
‘stressed instead of style. 

In ending her most interesting 
and instructive discourse, Miss 
Morgan suggested that Fall dis- 
plays be held somewhat in abey- 
ance. 


More Sports Clothes 


Miss Rhea Nichols, stylist of 
the Allied Kid Company, in open- 
ing her address, brought the re- 
gards of the California Association 
to the Pacific Northwest members. 
In spite of a few optimists, she 
found in her travels that depres- 
sion was on the mind of many 
dealers, and also their patrons, and 
lower price must be considered. 
Indications pointed to a still great- 
er increase in sales of sport clothes, 
and it had been found that shoe- 
men generally welcomed _ the 
change in dress, which had made 
the feet much more prominent, 
and in consequence shoes were se- 
lected with greater care. 

In discussing styles, Miss Nich- 
ols reported that the round toe is 
on the way, that the oxford in one 
to five eyelet should be an impor- 
tant item of all stocks and that 
“spectator sports” were stable. 
She admonished the dealers at all 
times to cater to shoppers and they 
would undoubtedly sell a consid- 
erable number of lined shoes and 
that the dark linings would be pop- 
ular with the dark hose. 


Hysterical Price Cutting 


This interesting speaker also 
touched on New York conditions, 
declaring that some dealers had 
touched a depth of hysteria in cut- 
ting prices and that in some in- 
stances it had resolved itself to al- 
most a “dog eat dog” price war. 

[TURN TO PAGE 54, PLEASE! 
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ONAL NEWS 
WHAT’S SELLING 4 





Ty 
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hite and Sport Shoes Best 


WASHINGTON, D. C.—With mid-sum- 
mer weather prevailing for the past 
two weeks and preparations being 
made for graduations, white shoes have 
been extremely popular in Washington, 
D.C. A number of dealers report that 
from 60 per cent to 70 per cent of 
their sales the past few weeks have 
been white shoes. 

There is still a demand for beige 











Mand most of the dealers are featuring 


beige in their window displays and 
newspaper advertising. 

Men’s white and sport shoes are go- 
ing strong at present. The majority 
of calls the last two weeks have been 
for white and sport shoes. 

The demand for sport shoes has re- 
sulted from the concentrated drive by 
merchants in their advertising and 
their successful promoting of this type 
of merchandise. 





Trends in Children’s Trade 


CxuIcAGo—Children’s shoes, while 
more or less staple, follow the general 
trends in fashion. In the children’s 
department at Marshall Field & Co.’s 
white kid, buck and nile cloth (a new 
fabric this year) are the best sellers 
from tiny tots up to young folks from 
12 to 14 years of age. Brown and 
smoked elk are also good and white elk 
for the younger ages. Sport shoes for 
older boys are shown in two-tone elk 
with shark skin tips. 
; Beach clogs and sun sandals are be- 
Ing sold in increasing number as the 
season advances. These are shown in 
many attractive models designed to 
Please the eyes of young folks. Some 
of these are being worn as house shoes 
and general play ‘shoes. A beach shoe 
in khaki with rubber soles for tiny tots 
Is selling well for playtime wear. 
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A theater built at one entrance to 
the children’s shoe department fur- 
nishes entertainment every Saturday 
during the winter months. Special dis- 
plays are offered in shoes on these oc- 
casions. Occasionally souvenirs are 
given to every child visiting the the- 
ater. 











EVERY WEEK 





am 








were typically vacation types. The 
windows were attractive with back- 
grounds bearing the huge cut-out 
words “Vagabond Days” and completed 
by scenes of Oregon vacation spots. 





Whites Sell Best 


SEATTLE, WASH.—Manager Jerry 
Clark, of Penney’s shoe department, 
advises that white leads in popularity 
and brown and white are a close sec- 
ond, and that white and black combi- - 
nation and parchment run a close 
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Suggestive Selling Succeeds 
CINCINNATI—D. W. Thompson, man- 


AV, 
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White Sales Comprise 85 Per Cent 
Cuicaco—At Charles Stevens & 


Brothers, 85 per cent of all business 
has been in whites, according to F. Ar- 
thur Clark. He predicts that white 
will be good with his trade at least 
through July. Kid, calf and lots of 
mesh are being sold here, it is said. 

The vogue for yellow being pushed in 
other departments of the store is hav- 
ing a good effect on the white shoe 
|. trade, also the demand for cotton fab- 
rics, makes white shoes indispensable, 
says Mr. Clark. Brown and white 
classical sports pumps are also among 
the best sellers with this house. 





Featured Sport Shoes 

PORTLAND, ORE.—‘“Vagabond Days,” 
an annual promotional period in the 
late spring at the Charles F. Berg shop, 
Portland, coincided exactly with Na- 
tional Sports Shoe Week, May 23 to 
28, and Henry Waters, manager of the 
shoe department, had double reason to 
play up sport shoes. The above adver- 
tisement shows the complete attention 
given this type of footwear in the news- 
papers during the week. 

Window and floor displays followed 
the same “line of attack,” the sport 
shoes fitting in perfectly with costumes 





during the period because they, too, 
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ager of Smith-Kasson’s main shoe de- 
partment, reports a sale of 2000 bottles 
of white shoe polish in ten days through 
the plan of having the sales people call 
attention to the polish when making 
sales of any sort to customers. 

He also reported a wonderful clean- 
up in left-over odds and ends of shoes 
by the simple plan of having tables of 
such shoes in conspicuous places and 
having the sales people call attention 
to them. 

He says that the plan has been more 
successful than a special sale would 
have been. 





Shoe Sales Increase 


LOUISVILLE, Ky.—Shoe sales in the 
shoe department of the Herman Straus 
& Sons Co. have shown a gratifying in- 
crease in volume this season over last 
year. In the recent Straus Day sale 
more units were sold than in any day 
in the last five years, according to the 
manager, Mr. F. L. Gordon. 





Cash Basis Helps 
SEATTLE, WASH.—Trace Peters, of 
French, Shriner & Urner, well-known 
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SHOE MANUFACTURERS 
EVERYWHERE WHO APPRECIATE 
AN OUTSTANDING QUALITY 
AND STYLE FEATURE HAVE 
ADOPTED THE 


UNITED CUSHION HEEL 


WORTH ITS PRICE 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND EVERYWHERE 
WEAR IS AS FINE 


AS ITS APPEARANCE 
uli 


CUSHION 
tn e-.- 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 



















annou 

















- 


thoemen handing high-class merchan- 
Hise, announce that since their store 
went on a cash basis that their April- 
fay business is heavier than for the 
same period last year and that quality 
footwear is recognized here. 
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iram Street Receives Testimonial 


ATLANTA, GA—Two hundred em- 
ployees of the J. K. Orr Shoe Co. re- 
cently gathered at the Edgewood Ave- 
nue plant of the concern to present 
Hiram Street, one of the company’s 
oldest eraployees, with a gold watch on 
the occasion of his twenty-fifth anni- 
versary in the employ of the firm. J. 
K. Orr, Sr., made the presentation, and 
Mr. Street, in his response, congratu- 
lated the employees on being connected 
with a factory that had had a record 
of giving its employees full-time work 
on an average of five days a week for 
the past twenty-five years. The watch 
bore the inscription: “Hiram Street 
—Twenty-five Years of Faithful Ser- 
vice with the J. K. Orr Shoe Co.” 





Joins Ornament Firm 


New YoRK—Sol Weinstein, well 
known throughout the shoe industry, 
announces that he is now a member of 
the firm of Philwin-Shaff, Inc., manu- 
facturers of galalith and rhinestone 
ornaments for shoes. 

Philwin-Shaff, Inc., are successors to 
the Kassel-Shaff Co., which has been 
established for ten years and was 
known for its exclusive line of rhine- 
stone ornaments. In a recent inter- 
view with Mr. Weinstein, he informed 
a BooT AND SHOE RECORDER represen- 
tative that the firm is working at its 
full capacity, turning out several thou- 
sand pairs of ornaments daily. 





Milton Stark Directs Advertising 


BuFFALO—Milton Stark has been ap- 
pointed advertising manager for K. W. 
Watters & Son, Inc., retail footwear, 
580 Main Street, with supervision over 
the advertising of the Niagara Falls 
and Rochester stores of the company. 
Mr. Stark formerly was in the adver- 
Pou department of the Wm. Hengerer 

0. 





To Assist in Publicity 


CINCINNATI—Miss Grace Coleman, 
well known in the shoe business in Ohio, 
after one year in the merchandising 
division of Linder Co., Cleveland, Ohio, 
has returned to the H. & S. Pogue Co. 
as assistant to C. Gordon Anderson, 
manager of radio, newspapers and 
store publicity of the Pogue company. 





E. C. Cooper with Brauer Bros. 


St. Louts—E. C. Cooper has joined 
the sales force of the Brauer Brothers 
Shoe Co. He will carry their line in 
the States of Iowa and Wisconsin, with 
headquarters at Cedar Rapids, Iowa. 
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SUGGESTED FOR SUMMER 


FIRST IN CHICAGO 


To Present the Aristocrat 
of Summer Footwear: 


LYOLENE LIZARD 

















The congenial little chap, sketched above, 
has contributed graciously to the 
creation of the newest and smartest 


handecrafted Salon Originals for Summer. 


Black Lizard, White-grained 
Brown Lizard, Beige-grained 


*1450 


Matching Hand Bags are Available 


THE SHOE SALON OF 


WOLOCK « BAUER 


MICHIGAN AVENUE at MADISON 


A Chicago store offers a new leather for 

the Summer season and uses an effective 

combination of copy, type and illustra- 
tion to promote it. 





Robert McDonald Joins 
Moulton-Bartley, Inc. 


St. Lours—Robert McDonald, for- 
merly with the Johnson, Stephens & 
Shinkle Shoe Co., has joined the sales 
force of Moulton-Bartley, Inc. He 
will cover Iowa, Wisconsin, North and 
South Dakota and Minnesota. 


Named Pacific Representative 


PORTLAND, ORE.—Harry Binngson 
has been named Pacific Coast and Pa- 
cific Northwest representative of Kane- 
Dunham & Kraus, Inc., and Merrimack 
Shoe Company of St. Louis. 





Visits St. Louis Market 
CINCINNATI—W. E. Newboldt, shoe 
buyer for the Smith-Kasson Co., Fifth 
Street, has been in St. Louis for the 
past week on business for the store. 





To Cover Western Territory 


PORTLAND, ORE.—Art Naftzger will 
cover the large territory from Denver 
west on the P. Hagerty line. 
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LOOKED 
AHEAD 


We have lost no time in rec- 
ognizing this new era of 
value—one in which all pre- 
vious standards have been 
shattered. We have stepped 
into the future, looked 
ahead, and built shoe values 
that quickly attract today’s 
consumer dollar. You'll find 
our white and smoke elks 
particularly salable at this 
time. 











DUDE RANCH CAMP-MOCS 


(GENUINE GOODYEAR WELTS) 


IN STOCK—Always 


The 
Style 309—Light smoke elk moc- 
casin oxford. 
Style 307—Coffee elk moccasin ox- 
ford. 
Style 332—White elk moccasin ox- 
ford 


All sport sole—8/8 gristle heel. 
Sizes: 3%/8 AAA-—-3/8 AA- 
2%/8 B-C 
Style 305—Brown elk moccasin ox- 
ford. 


Treated oak sole, leather heel, rub- 
ber top. Sizes same as above. 


Pelee 2 oesivesevewciecs $2.35 


Write for Dude Ranch Camp Mocs Catalog 
in natural colors, showing complete line. 


THE JUVENILE ‘SHOE CORPORATION 


AURORA MISSOURI 
ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 




































































WHERE TO BUY 
Shoe Forms 


| Jarry Forms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIRYLITE 
Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY 
Men’s Shoes 














Stacy Adams Co. 


Manufacturers of 


MEN’S FINE 
















Richards & Brennan 











ST GRADE @NLY” 


EAST WEYMOUTH, MASS. U.S.A. 











“A MAN’S DECISION” 


THE 
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Shoes 

Old 
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Boston—183 Essex Street Shoe t 
N. Y.—915-917 Marbridge Bldg. P*yckto™ 
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Anthony Favor with Dickerson 


NEw York—Anthony (Tony) Favor 
is now representing the Walter T. 
Dickerson Co, of Columbus, Ohio, in the 
eastern territory. This includes New 
England, eastern New York State, 
Pennsylvania, Maryland and Virginia. 

Mr. Favor was actively connected 
with the Cantilever Corporation for a 
number of years and is very well known 
among the trade. He is now calling on 
his trade with a complete line of Dick- 
erson new Fall samples. 





To Show Lines in Boston 


St. Louis—Salesmen for Queen Qual- 
ity and Dorothy Dodd lines of shoes 
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will be in Boston during the July show 
with headquarters at the Copley Plaza, 
Rooms 347-349-351. The following 
salesmen will be in attendance: W. C. 
Cleveland, A. H. Parks, C. H. Foss, 
C. J. Wayne. C. F. Byrnes, Jr., sales 
manager of the Dorothy Dodd-Queen 
Quality branches of International, also 
plans to be there. 


George R. Vollman, Sr., 
to Cover Midwest 


CINCINNATI—George R. Vollman, Sr., 
is to represent the Krippendorf Ditt- 
man Co. in Missouri, Nebraska, Iowa 
and northern Illinois. 

Mr. Vollman has had a very broad 
experience in Cincinnati in manufac- 
turing, styling and selling shoes. He 
expects to leave on his trip within the 
next ten days. 


A. B. Cohen Visits Northwest 


PORTLAND, ORE.—A. B. Cohen, vice- 
president and general manager of 
United States Shoe Corporation, recent- 
ly covered the Pacific Northwest shoe 
centers contacting the retailers on the 
Red Cross line. He was accompanied 
by Al Neebling, Red Cross represen- 
tative in this territory. Also in the 
party was Nat Weiner, sales manager 
of Consolidated. 








Polisar Made Manager 

CoLuMBus, OH10—Edward I. Polisar, 
who has been associated with a number 
of shoe stores in Columbus, has been 
named manager of the women’s and 
misses’ shoe department in the Boston 
store. 


Shoe Rebuilders Organize 


DALLAS, TEx.—Naming R. S. Wil- 
liams as their first president, operators 
of shoe repair shops organized the 
Master Shoe Rebuilders’ Association of 
Dallas at a meeting June 1 at 1605 




















Main. Other officers elected were Sam 
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Carbone, vice-president, and J. | 


Luck, secretary. 

Improvement of  merchandisiy 
methods, cooperative effort to educat 
the public concerning shoe rebuilding 
possibilities and encouragement 
good craftsmanship are named among 
the purposes of the newly formed or 
ganization. Meetings will be held eac 
Wednesday night. 































» TRADE DOINGS ¢ 





Laird, Schober & Co. Expands 


PHILADELPHIA — Laird, Schober ¢ 
Company, Philadelphia, announces th 
addition of a new manufacturing ini 
in the plant of N. B. Thayer & Com 
pany at Rochester, N. H. In this ‘ac. 
tory, Laird, Schober will manufactur 
misses’ and children’s welts and Tvav. 
elese shoes for men. 

Travelese has for years been the 
company’s trade name for a scienrtif. 
cally built-in last that gives extra com. 
fort in stylishly-fashioned shoes for 
women. This new move will mark the 
initial departure of Laird, Schober & 
Company into the styling and manufac. 
turing of high-grade shoes for men. 

The additional unit, however, wi!l in 
no way affect the styling and manufac. 
ture of the Laird, Schober regular lines 
of hand-turned shoes for woe, 
misses and children, which will con. 
tinue to be made—as always—at the 
Laird, Schober plant in Philadelphia. 

One reason for taking. on the addi. 
tional unit, according to the announce. 
ment, is that the new manufacturiny 
plant will provide opportunities for 
more economical production, due large. 
ly to lower costs that can be effected in 
that territory. 

“Our long-established policy of sty!- 
ing and manufacturing only the finest 
shoes will be continued precisely as it 
has for the past 60 years,” said George 
S. Laird, in commenting on the pro- 
posed change. “The taking on of this 
extra unit gives us larger facilities andi 
makes available a more economical sys- 
tem of manufacture in a location that 
is ideal so far as plant operation is 
concerned. 

“Our own experts will originate the 
styling and direct the actual welt-man- 
ufacturing in Rochester, N. H.—skilled 
craftsmen who have been associated 
with us for years and who are thor- 
oughly familiar with our policy ani 
production methods. 

“The making of men’s shoes, of 
course, will be. an entirely new field for 
us, since our production always has 
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been confined to fashionably styled . 
shoes for women, misses and children.” tuctiol 
thrifty, 
New Company Opens for Business A roon 
CLEVELAND—The Bender-Faflik Co, 
recently incorporated, has taken ]cas¢MiClub fea 
on a store at 801 Euclid Avenue ani Bipoo}; co 









will open shortly with a line of “Friendly My dge 
Five” shoes. The store is at present be- [ip 
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oa a of the Association from the reports received in connection with its Annual In- 
- ie ventory Analysis Service. It is quite justly called “The most comprehensive sur- 
- vey of retail shoe store operations ever offered to the industry.” 

-~ One copy of the book will be sent without charge to all dealers who submitted 
.> their statements of operations, and to all regular and affiliated members of the 
a Association. To all others, because of the expense involved in printing and dis- 
4 tribution, a charge of $1.00 per copy, is made. Copies of the book may 
nufae. be obtained on application to headquarters 
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Store Operations in 1931.” This book was compiled by the Educational Division 
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SHOE STORE OPERATIONS IN 1931 


ANNUAL INVENTORY ANALYSIS SERVICE COMPILED BY 
N. S. R. A. 


The National Shoe Retailers Association has just released its “Summary of Shoe 


NATIONAL SHOE RETAILERS ASSOCIATION 
8 SOUTH MICHIGAN AVENUE, CHICAGO, ILL. 
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ELTON 


at 49th and Lexington NEW YORK 





is situated within the zone of ultra smart 
hotels; Shelton guests live well and are not 
ashamed of their address. Recent radical re- 
luctions in room tariffs will appeal to the 
thrifty. Rents from $50 per month upward. 
A room from $2.50 up daily. 


Club features (free to guests) are as follows: Swimming 
pool; completely equipped gymnasium; game rooms for 
bridge and backgammon; roof garden and solarium. 
Restaurant and cafeteria service at reasonable prices. 
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Students in Famous Illinois Clinic 


STUDY CHIROPODY 


Shoemen realize the necessity for scientific care of the feet. 
Chiropody offers an attractive profession and economic stabil- 
ity in this uncrowded specialty to those with a foundation in 
merchandising footwear. 


High School Education or State Department of Education 
equivalent required for entrance. Three buildings, wide recog- 
nition, scientific equipment. Foot Clinics treating 35,000 an- 
nually. Twenty-first year, excellent faculty of chiropodists, 
physicians, surgeons, chemists and orthopedists. 


Two and three year courses leading to degree: Doctor of 
Surgical Chiropody. Bulletin upon request. 


eaeeee2ee2 MAIL THIS COUPON TODAY @22222e2= 
ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 

1327 North Clark Street, Chicago, Illinois 

Gentlemen: Please send me, postage pod nd latest a and com- 
plete information relative to Chiropody and your school. 





Snet and ata. 
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WHERE TO BUY 


Women’s Shoes 














CUSHION SHOES 


FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pais 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 

















IN-STOCK—BLACK KID BAL. 
LET—RIGHT AND LEFT LAST 
Wom. Miss. Childs 
€09..81.15 $1.10 $1.65 
6ee.. 1.30 1.25 1.20 
BrooksShoeMl.Co. _4 
Philadelphia 


Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St, 






IN 
STOCK 
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WHERE TO BUY 
Sandals 
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Hard Leather Soles—Wood Heels 
HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
em the market in the popular price 


class. 
Samples on Request 


VINCENT HORWITZ CO., Inc. 
4-76 W. 2rd St. Now York City 

















ALL METAL SHOE RACK 


And Set Up for Use 











New Display Idea 


NEw YorRK—A new all-metal shoe 
rack has been placed on the market, 
having several novel features. It is 
light, weighing only 20 ounces, col- 
lapsible, and comes in various pastel 
colored enamel ends with nickel-plated 
cross bars. The rack holds six or eight 
pairs of shoes. 

Several shoe stores have found that 
the rack is ideal for displaying shoes 
and is a most practical sales promo- 
tional item in that it may be retailed 
profitably to the trade for 50c. The 
racks come packed individually knocked- 
down in a very attractive container. 





Quality Plus Price and Promotion 


CHIcAGO—Ray Mann at Cutler’s re- 
ports a continuation of white activity. 
Out of the many models shown earlier 
in the season, several have been sifted 
out as best sellers on which most of the 
volume of business is being done right 
now. 

These best sellers include a pump and 
oxford in perforated white kid, a T- 
strap and strap in white kid, pump and 
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o. SHOE FAIR 
a Hotel Statler 
‘2 July 11th, 12th 
d 13th 
Vey noe an 








oxford in mesh and a linen sandal. 
Black and beige in mesh are also popu- 
lar is the report. 

Ninety per cent of all linens sold are 
tinted, according to Mr. Mann. This 
season a charge of fifteen cents is be- 
ing made for tinting, whereas in for- 
mer years this service had been offered 
free. 

“We are doing heavy advertising 
right now,” says Mr. Mann. “We have 
found out that quality plus the price 
that the public demands, back up by 
strong promotion, is the best way to 
bring business up to normal.” 
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Joseph F. Corcoran in New Factory 


STOUGHTON, MAss.—To meet chang. 
ing conditions in the men’s shoe field, 
Joseph F. Corcoran, Brockton shoe 
manufacturer, has recently acquired a 
large factory in Stoughton, adjacent t 
the Brockton district, which will enable 
him to increase his present capacity 
and materially reduce the operating 
costs of his factory. 

The new merchandising plan about ty 
be launched by the Joseph F. Corcoran 
Shoe Company calls for a price of $4 
for the retailing of a well-known brani 
of shoes made by this company for years 
at Brockton. The price reduction fron 
$5, the uniform price for this shoe for 
years, is possible without any lowerin 
of the quality which has made it a big 
factor in this price range. Facilitie 
of the new factory make this possible. 

Announcement of the new merchan.- 
dising plan and its attractive possibili- 
ties for retailers will soon be made by 
John E. Lucey, sales manager of the 
company. 





Reopen Richland Factory 

RICHLAND, Pa.—In order to strictly 
specialize and segregate their stitch- 
down and Goodyear welt activities, 
Curtis, Stephens, Embry Co. have re- 
opened their factory at Richland, Pa, 
which was operating during the war, 
but which has been inactive since 191i, 
and will produce all of their stitchdown 
lines in this plant. 

The factory is new and modern, has 
about 40,000 square feet area and was 
reopened the week of May 23 with a 
production of 1000 pairs per day. The 
lines made here will be dollar or less 
retailers and all will be carried in stock, 
size 2 infants and size 2 misses. They 
are developing production up to 3600 
pairs per day as rapidly as possible, at 
which figure they anticipate normal 
operation. 





To Open Canadian Factory 


BuFFALO—Plans for the establish- 
ment of a Canadian factory by the 
Solid Leather Slipper Corp., slipper 
manufacturers, of 21 West Bennett 
Street, are announced by executives of 
the company. The new plant will sup- 
ply the Canadian retail trade. A fac- 
tory building in Courtwright Street, 
Fort Erie, Ont., across the interna- 
tional boundary from Buffalo, has been 
leased. Machinery and equipment is 
being installed and production will be 
started about June 15. 





Resumes Manufacturing 


ROCHESTER, N. Y.—Operations began 
this week in the new quarters of the 
revived Gar Shoe Co., which switched 
from manufacturing to wholesaling 4 
few years ago and later went back into 
the manufacturing field under direction 
of David Rittenberg, Harry Hellman 
and Philip Aronov. 

The company, now located at 49 
Vienna Street, will make women’s welt 
shoes to retail at $3.50. 
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They An important advance in the art of good shoemaking is the 
La introduction of a unique feature in the manufacture of lasts. 

e, a 
ormal A recess, the same depth as the thickness of the innersole, is 


cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 


hi edge of this recess. 

y the 

ippet When the upper is pulled over the last it can now be brought 
a “down to the wood,” to fit as tightly and as smoothly at the 
- shank as it does at any other part of the last. 

L C- 

= The shoe made on this last fits the foot snugly without an air 
been pocket under the arch. 

nt is 


11 be The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Children’s Footwear 


6 6 es 
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ACROBAT 


PATENTED 


SANDALS 


First Choice Everywhere 


SHAFT PIERCE SHOE CO. 


FARIBAULT, MINN. 











THE COMPLETE LINE 
OF HIGH GRADE 
CHILDREN'S SHOES 


TO RETAIL AT POPULAR PRICES 


Ma ath ae Shoe Co; 





163 NUMBERS IN STOCK 
520 SIZES AND WIDTHS. NEW CATALOG 


SHOE MFG.Co. 


MILWAUKEE.wWIS. 
| LANE BROS. CO., Boston, Mass. | 








NEW ENGLAND STATES DISTRIBUTORS 
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WHERE TO BUY 


Shoe Accessories 


™ 


EVER-READY, the Pad 
That Stops the Pinch 
Insist upon Ever-Ready felt skived 
vamp bite pads. Cost no more than 
i the ordinary. A quality handy skived 
pad that insures results. Do not ac- 

fy cept substitution or imitation. 


*. ’ 2 Mid. by 
Security Shoe Findings Mfg. Co. 


327 West Monroe Street Chicago, Ill. 

















| Ideas Count Most in Windows 


[CONTINUED FROM PAGE 24] 


| window was fashioned by taking 25 


rolls of wrapping paper from the stock 
room and wrapping around each one 
some gold paper bought from a book 
shop. It took 30 sheets of paper to 
cover the rolls and make a flooring at 
a total cost of $1.50. If your front is 
not as big and smart as the big stores, 
make your ideas extra good. ‘There is 
no let up in the window game. 

Women admire small feet and for 
that reason I always show sizes 2 and 
2% and not over a B width. These 
small sizes always cause a lot of com- 
ment and that is what we are endeavor- 
ing to create. 

Windows are like newspapers. Peo- 
ple do not see every shoe in a window 
any more than they read every line in 
a paper. The window man who has a 
news sense of his stock stands a much 
better chance of presenting it to the 
best advantage to his public. With that 
in mind, remember people do not want 
to read the same news over and over, 
they want something new and interest- 
ing both in news stories and advertis- 
ing. The same story holds true in win- 
dow work. Different classes of people 
shop different days, so trims to appeal 








They’ve Got to Be Good 


(CONTINUED FROM PAGE 17] 


but shoes bought in the open market 
made by the same manufacturer. 

One of the interior display set pieces 
is a large card about three by five feet. 
Attached to it are the various parts of 
a shoe which has been tested, such as 
welt, innersole, heel, counter, shank, 
outersole, innersole, upper, vamp, tip 
and lining, and toe boxes. The wording 
on the card reads: “Tearing shoes to 
shreds is a sure way to compare qual- 
ity and workmanship. We gladly do- 
nated a pair of shoes to our Bureau of 
Standards to compare with a competi- 
tor’s, and we were proud of their re- 
port. 

Points of superiority of Macy shoe, 
Lab. 46696, over shoe Lab. 46697. 

1, Outersole is of better grain and is 
20 per cent more resistant to abrasion. 

2. Upper leather is thicker and more 
resistant to abrasion, also of finer 
grain. 

3. Innersole is more flexible, has bet- 
ter lip and is more likely to allow 
breathing because of its greater water 
absorption. 

4. Quarter lining is more resistant 
to abrasion and covers greater area in 
the shoe. 

The (?) shoe does not show any 
points of superiority over the Macy 
shoe. : 

The Macy shoe is considered far su- 
perior to the (?) shoe for the reasons 
enumerated above. 

It might be said that the Macy shoe 





in question was one retailing at $6.74 


‘62 
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to these varied tastes must be in orde 


at the right time. 


During the regular run of businey 
shoe 


I believe the popular priced 
should have price tickets. There a 
more people buying shoes in these pri 
ranges and they are, as a rule, more iz 
terested in the amount of money the 
have to spend. The store having se 


eral grades stands a better chance q 


getting the trade interested in the t 
grade merchandise in the store, if th 
price is not stressed too strongly. Py 
plenty of price tickets and descriptiy 
cards in the window but do not make 
billboard effect. 

Descriptive cards that tell the pers 
standing on the sidewalk something , 
interest will be read. A style talk thy 
tells how the shoe will blend with th 
current fashions will always hold atte 
tion and will cause sales, too. The 
style talks must be changed each tin 
the window is changed. A a gene 


rule, they will not bear repeating, fy 


the public is interested in them fro 
a new angle, so the more pertinent th 
copy, the more people will form t 


habit of reading these cards each tim 


they pass by. 





and measured against one at aroun 


$7.00 that was being offered as a speci 
“regular $10.00 grade.” 

There are some 700 tests mad 
weekly in the Bureau of Standards w 
der the supervision of E. Freedma 
He is assisted in this work by a sta 
of 30 trained workers. And it is inter 
esting to note that several hundre 
people daily make the trip to the fi 
teenth floor in order to personally in 
spect the testing process. 





Change Corporate Name 


New YorK—In order to more close 
associate the name of the company wi 
the well known trade name of its pro 
uct, “Child Life Shoes,” the corporat 
name “Wiswell-Treanor Shoe Mfg. Co,/ 
has been changed to Child Life Sho 
makers, Inc. 

C. W. Conaway, of the shoe patte 
firm of Conaway Winter Company, ha 
been elected president of the company 
W. D. Isham, vice-president, and B. § 
Treanor, secretary. 

Mr. Conaway has taken over th 
presidency at the request of the fina 
cial connections of the company, a! 
although Mr. Cnoaway has complet 
charge, he will devote his efforts to th 
formulating of new and progressi 
policies and the administration of § 
nance. B. E. Treanor and W. D. Ish 
will be the active managers of the n 
Child Life Shoemakers, Inc., and will} 
in charge of production, styling an 
sales. 

Child Life Shoemakers, Inc., are | 
cated in Cedar Grove, Wis. They ma 
high grade shoes for children. 
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SKELETON MESH 
MID-SUMMER SANDALS 





















































CUTOUT 
SKELETON 
CUTOUT satiny , 
LINING ‘gs 
QUARTER // QUARTER 
LINING UNDER LINING 
SKELETON MESH INSOLE 



























SPECIAL WELT 
SOLE CONSTRUCTION 












THE NEWEST EFFECT 





















WOMEN’S IN MESH 
TERMS SANDALS 
CREPE WEDGE HEEL a 
7%—10 days 
36-pr. or 18-pr. cases Net—30 days 
No. 6340 Oyster-White 



















No. 6341 Ecru No. 6344 Green —_ 
No. 6343 Blue No. 6346 Roman SE (Se 
No. 6347 White-Blk. Trim Sas 

66e per pair 
a ee ees 


HIGH COVERED WOOD HEEL 
36-pr. or 18-pr. cases 


No. 6370 Oyster-White 
No. 6371 Ecru 

No. 6373 Blue 

No. 6374 Green 

No. 6377 White-Blk. Trim 


76e per pair 



































W NESH IS THE MOST 
POPULAR FABRIC 
FOR SUMMER 












The mesh used in the vamps 






of these sandals has been spe- 






cially treated to make it stronger 
















I ] and eliminate the usual weakness of 


| 

| MISSES’ — CHILDREN’S mesh fabrics when subjected to moisture. 
| “pr. cases 

| No. 6340 Oyster-White PROMPT DELIVERY ON ALL NUMBERS 
| No. 6346 Roman Mesh WIRE YOUR ORDER TODAY 

| G3e per pair 





| CAMBRIDGE RUBBER CO. BOSTON NEW YORK CHICAGO 


LEATHER SHOE DIVISION 600 ATLANTIC AVE. 125 DUANE ST. 317 W. MONROE ST. 
CAMBRIDGE, MASS. AND LEADING WHOLESALERS 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


os 





W. S. CHASE & SONS, INC. 
HAVERHILL, MASS. 
Genuine Handturned 
Leather-lined kid Mule 
Patent-Red - Blue-Tan. 
Price $1.20 
Men's Leather - lined 


In Stock = gfilipners. Price 








QUALITY TURN 
D’ORSAYS 


All Colers A & C In Stock 
to Retail at $2.00 
Write for catalogue 


FREEMAN-THOMPSON 
SHOE COMPANY 
St. Paul, 
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Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 











© * KUSH-IN-EZE” @ 
Eeetoueel house shoes with 


all that any woman desires in a 
shoe of this type. All sizes and 


widths in 
stock. Thirty 
numbers.— 

Send for Catalog 


Black Kid 


$2.00 
VAUGHAN-TOWLE CO. 














WAKEFIELD, MASS. 
o (DIVISION OF L. B. EVANS’ SON CO.) © 
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WHERE TO BUY 


Sport Footwear 


A 6 Es Or Oe 











Pacific Northwest Shoe Men Meet 


[CONTINUED FROM PAGE 42] 


She briefly outlined to her listeners 
Quality Maintenance League of quality 
manufacturers, who are endeavoring to 
educate retailers to sell their merchan- 
dise only an a quality basis. In this 
manner it was felt that confidence 
would be built up. Also, in cutting she 
advised merchants to endeavor to make 
$6.50 the minimum and to leave some- 
thing for next year, or a lower price 
than this figure in twelve months from 
now if it is found necessary. 

Slippers were dwelt on at consider- 
able length, dyed silver kid sandals, the 
open sandal, the gold heel, all to be 
stocked by the high style stores, but in 
limited quantities, and to be particu- 
larly careful in the selection of the vari- 
out types of heels as it was found that 
styles and types were changing and 
that gradually low heels are getting 
higher. 


Ads Should Tell Story 


Referring to advertising on various 
new lines, Miss Nichols suggested to 
the dealers that at all times their well 
worded and attractive advertising and 
window cards should tell the story in 
such a way as to build confidence and 
buyer appeal, and not to put the wrong 
story on the right sheet, or vice versa; 
or, in other words, “Put the Plaster on 
the Right Wounds.” 

Miss Ruth Kerr, style analyst of the 
Calf Tanners’ Association, declared 
most emphatically to each dealer “IT’S 
UP TO YOU,” and in putting over 
mést interestingly her various points 
on men’s and children’s shoe problems, 
said “There are but few brass tacks in 
the shoe business and that each dealer 
must hammer them hard.” Pattern and 
novelty now dominate both of these 
classes of trade. Also, today more than 
ever before, bizarre colors are rampant. 

It was Miss Kerr’s contention that 
the public today desired to have things 
“spiced” up, even to their footwear. 
Briefly was sketched for the dealers 
the high lights of the New York style 
show. 


Quality in Fashions 


The dealers were also admonished by 
Miss Kerr, in her second Pacific North- 
west address, to bring quality into 
fashion, to pick shoes with a real pur- 
pose and criticize the reason for buy- 
ing them; use the utmost care at all 
times in buying and be careful with 
novelties. Oxfords and ties were de- 
clared fundamentai. 

At some length, Miss Kerr pictured 
the new English drape clothes for men, 
declaring it was the biggest step for- 
ward made in comfort in many years, 
and that customers should be advised 
most carefully as to what shoes to wear 
with these new clothes. It was be- 
lieved also that more browns could be 
sold if a more interesting and different 
story was weaved into the sales talk. 


54 


Edward A. MacLean, secretary-man. 
ager, in a brief talk, stressed the qual. 
ity, attendance at the meeting, declare 
that still further confidence was neces. 
sary and then introduced many proni. 
nent in the trade, including Will 
Knight, of Portland, first president of 
the association, and the various chair. 
men of the convention committees an( 
appointed leading members on the reso. 
luton, by-laws and nomination con. 
mittees. 


Directors Elected 


The nominating committee advis 
that the following directors elected ; 
year ago for a two-year term carry 
over for another year, and they in. 
cluded: C. E. Thorpe, Seattle, Wash.; 
George Greenfield, Portland, Ore.; A. 
H. Pessemier, Boise, Idaho; Roy This. 
tlewaite, Helena, Mont., and H. G. In. 
gledew, Vancouver, B. C. 

There are two vacancies on the board 
from the remaining year of the two. 
year term begun a year ago, one for 
Washington and one for Oregon, and 
the following were named for these di- 
rectorships: L. J. Conley, Seattle, 
Wash., for Washington; I. A. MclDow- 
ell, Albany, for Oregon. 

For members of the board of di- 
rectors for regular two-year terms: 
For Washington, S. Arthur Shulien of 
Spokane and A. C. Harbke of Tacoma; 
for Oregon, Ward B. Brazleton of 
Portland and Chester E. Smith of Ev- 
gene; for Idaho, L. E. Lincoln of Boise; 
for Montana, Frank Hubert of Butte; 
for British Columbia, H. S. Leckie of 
Vancouver. 


Golf Tournament Enjoyed 


Following the business sessions the 
members enjoyed a spirited golf tourna- 
ment on the grounds of the Earlington 
Country Club, and the prizes were 
awarded at the dinner dance given in 
the Spanish Ballroom at the Olympic 
Hotel, and which proved a most er- 
joyable ending to a successful con- 
vention. 

Prior to the business sessions of the 
Pacific Northwest Shoe Retailers’ As- 
sociation, the Pacific Northwest Trav- 
elers’ Association, which started witi 
the proverbial banquet followed by re- 
ports from officers and the election of 
new ones, which resulted in election 0! 
the following: L. H. Espey, president, 
representative of the Si-En-Tiffick 
Shoe Co., and Tom Hole, vice-president 
of the California Shoe Company. 


Sandal Sales Increase 


SEATTLE, WASH.—Joe Gross, repre: 
sentative of Washington Shoe Con- 
pany, recently covered the Idaho ter 
ritory and reports an increased amou"t 
of sales on sandals in that section. 
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2 Wil| << | Ease and comfort on the inside with smooth, 





us chair. | ‘ ge — trim style lines on the outside — the features 
the real Va, \ \ so desirable in modern footwear — are made 
possible when your shoes are equipped with 


Celastic — The Quality Box Toe. 


‘lected 4 i Celastic permanently fuses the upper, lining, 
m carry tenn pe : 

they in. and doubler, eliminating loose or wrinkled 
| Washi F i a ; ais 

Ore.; Al DP i linings. The flexible tip line assures comfort 
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WHERE TO BUY 


Work Shoes 








Record Graduation for Chiropodists 


Cuicaco—The Illinois College of 
Chiropody and Foot Surgery on June 
4, 1932, conferred the degree of Doctor 
of Surgical Chiropody on 116 men and 
women from 24 States and Canada, 
the largest graduating class in the 
history of this Chicago institution. Dr. 
Karl A. Mayer, chief surgeon of the 
Cook County Hospital, delivered the 
principal address at which ceremony 
honorary degrees were conferred on 
Dr. Samuel Ben-Asher of Newark, 
N. J., and Dr. H. P. Smith of Indian- 
apolis. 

The Illinois College of Chiropody and 
Foot Surgery enjoys the unique distinc- 
tion of being one of the foremost insti- 
tutions of learning of its kind in the 
United States. It has graduated stu- 
dents from practically every large 
country on the globe. 

Chiropody is a comparatively young 
but rapidly growing profession, and an 
ever increasing number of forward- 
looking young men and women are em- 
bracing it. Coincident with this is a 
constantly growing appreciation among 
thinking people of the importance of 
the feet in their relation to the general 
health, happiness and success of the in- 
dividual. 

Through the Foot Clinics of Chicago, 
which is operated in conjunction with 
the Illinois College of Chiropody and 
Foot Surgery, many thousands. of foot 
sufferers annually are given relief. 

Chiropody as it is taught today dif- 
fers fully as mueh from methods of 
learning followed three and four de- 
cades ago as mod:rn medicine and 
dentistry differ from that which was 
taught a half a century ago. The mod- 
ern chropodist is equipped to render 
highly specialized work on the feet. 





Demonstrates Foot Fitting 


WASHINGTON, D. C.—Mr. Stahlbrodt, 
an expert shoe fitter from Rochester, 
N. Y., is giving a demonstration all 
this week at the F Street store of the 
Wm. Hahn & Co. Mr. Stahlbrodt is 
demonstrating his technique of improv- 
ing the fit of a shoe without arch sup- 
ports. His method consists of build- 
ing up the inside of the shoe to make 
them conform more perfectly to the 
foot. 

Mr. Stahlbrodt is also instructing 
the salesforce in his new method. 


“Quit Dodging Shadows,” Says Brow 


U. S. M. C. Chairman Sees Wholesome Effects to Follow 





Present IIls—400 Quarter Century Club Members Meet 


BEVERLY, Mass.—More than 400 
members of the Quarter Century Club 
of the United Shoe Machinery Corpo- 
ration attended the annual meeting, 
dinner and get-together at the United 
Shoe Machinery Athletic Association 
Clubhouse here on June 11. 

There were members present from 
the Boston offices, the Beverly plant 
and from many of the branches of the 
corporation, all with records of 25 
years of service. 

After the dinner at the clubhouse, the 
business meeting was held, with Maj. 
Charles T. Cahill of Boston, president 
of the club, presiding. He extended a 


AB 





EDWIN P. BROWN 
Chairman, United Shoe Machinery Corporation 


welcome to the gathering and an- 
nounced that during the year that 87 
members had been added to the rolls. 

Fifteen members passed away during 
the year. He announced with regret 
the death of James B. Geddes, auditor 
of the corporation and the secretary 
of the club since its organization, who 
passed away suddenly on Friday. 

Nelson B. Todd of the Boston office, 
acting as secrtary, read the report of 
the last meeting. The report of the 
treasurer was given by Frank E. Alger, 
and showed the club was in excellent 
financial condition. 

Resolutions on the passing of Mr. 
Geddes, which had been prepared by 
a committee, were read by Lawrence 
B. Peterson, the first president of the 
association. 

Mayor James A. Torrey welcomed 
the out-of-town members to Beverly. 

Edwin P. Brown, chairman of the 
board of the United Shoe Machinery 
Corporation, expressed his pleasure at 
meeting again with the members of the 
club and commented upon conditions 
through which the country is now 
passing. 





“In my humble opinion,” he said, 
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“the licking we are now taking will k 
one of the best things that ever ha) 
pened to us. The sooner we realize ; 
and drop our blues, quit dodgiy 
shadows and face stern reality, th 
better for us. <A large percentage 4 
our people are beginning to realize w 
have a wonderful country with great. 
resources than any other country in th 
world but full of troubles and mi 
takes.” 

Sidney W. Winslow, Jr., president ¢ 
the corporation, was also given a wam 
greeting by his fellow club membe 
He said that he appreciated the oppor 
tunity for meeting with so many men 
bers of the club and for the most e 
joyable afternoon. 

At the business meeting Earl E. Gay 
cashier at the Beverly plant, w: 
elected president of the club for th 
coming year; Charles B. Baldwin, vic 
president; Frank E. Alger of Beverly 
treasurer, and Nelson B. Todd of Bos 
ton, secretary. George H. Vose, Lav 
rence B. Peterson and Robert H. Law 
son of Beverly, Harrie L. Ober of Bo 
ton, Carson J. Cady of Rochester, N. Y 
and Edgar E. Rowe: of Chicago wer 
elected trustees for three-year terms. 

Among the others in attendance 4 
the affair were John E. Connor, vice 
president in charge of the foreign op 
eration; H. W. Langdell, director 
the British-United Shoe Machiner 
Company and in charge of the plan 
at. Leicester, England; M. B. Kaven 
vice-president, and George C. Thoma 
assistant vice-president and_ genera 
manager of the Beverly plant. 

The affair was in charge of a co 
mittee of which Fred C. Perkins wa 
the chairman. Lawrence B. Peterson 
Robert H. Lawson, Arthur E. Payne 
George H. Vose, Leon Hosley and B.1 
McDonough were on the reception com 
mittee, and C. Archie Herrick and Ren 
Duplessis on the dinner committee. 1 
P. Cole had charge of the entertai 
ment, J. J. Kelliher of the grounds ani 
H. P. Wilson of transportation. 

Leading a field of 100 runners, F rani 
McClune, representing the North Mei 
ford Club, finished a half-mile aheai 
to win the first 10-mile handicap ro: 
of the veteran marathoner, Claren¢ 
De Mar, representing the Keene, N. H, 
Normal school, to win the first 10-mik 
handicap road race of the United She 
Machinery Corporation Athletic Ass 
ciation. 

L. E. Mattson of Fitchburg wa 
third, while Jimmy Henigan won th 
time prize. 


J. H. LeClaire 


J. H. LeClaire, representative of ti 
Clinton Shoe Company, of Clinto 
Iowa, died recently. Mr. LeClaire wai 
for a number of years a prom'netl 
shoe dealer of Spokane. 
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Know Your Customers Feet First 


grow the least from 16 to 18, rarely 
over one to two sizes. 

While there are no definite statistics 
as to the actual percentage of people 
who are afflicted with foot abnormali- 
ties, we do know, however, from our 
own records, that the percentage of 
women who have foot trouble will range 
around 73 against 27 per cent for men: 
But here is something very interesting. 
The average number of foot af- 
fictions will run equal between 
boys and girls up to the age of 
six, and from then on, they gradually 
begin to part. The boys’ feet will show 
a remarkable decrease in foot afflic- 
tions, while the percentage of girls’ feet 
will show a smaller degree of improve- 
ment. The only normal reason for this 
strange occurrence may be that the 
girls when entering school begin to 
wear thinner soled shoes than the boys 
and skip rope on city sidewalks, while 
the boys usually play on vacant lots 
where the feet do not receive the heavy 
jolts that the girls’ feet do. And then, 
too, the boys’ games are more beneficial 
for their physical development, such as 
baseball, football, soccer and numerous 
other games that tend to develop their 
feet. 


Racial Foot Characteristics 


Among the white races, the Slavish 
people, including Russians, Poles, Serbs, 
Bulgarians and Ukranians, furnish 
larger size feet than the Anglo-Saxon 
races, while among the Latin races the 
Spaniards furnish the smallest size feet. 
Hollanders have proportionately the 
largest size feet of all Anglo-Saxon 
people, while Tartars have the largest 
size feet of the Mongolian race. 

Members of the Slavish races require 
heavier upper leather in their shoes 
than those of the Latin races, while 
members of the Semitic races, particu- 
larly those of the Hebrew branch, re- 
quire the softest upper kid stock ob- 
tainable. This may account for the 
tremendous number of kid shoes sold in 
the Jewish populated sections of the 
larger cities, here in the United States 
as well as in other countries. 

Colored folks, who were born and 
raised in the Southern states, particu- 
larly in the rural sections, have larger 
feet than members of their race who 
are born in the Northern States. Go- 
ing about barefooted a good share of 
the time in the early part of their lives 
accounts for their bigger sized feet. 


Intellectuals Have Narrow Feet 


Intellectual people, as a rule, have 
long, narrow feet. The average size 
range for the intellectual man is from 
10 to 12. A to AAA is the average 
width. While the intellectual woman’s 
siz range is 6% to 10; double A to 
quintriple A. Captains of industry, 





bankers, college instructors and suc- 
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cessful salesmen wear the intellectual 
type of long, narrow shoes. But some 
Mongolian idiots have also long, nar- 
row feet. 

The musician, not the jazz artist or 
crooner, has a foot much smaller on 
the average than the intellectual. Mu- 
sicians’ feet usually range from 7% to 
9% for men, and 4% to 6% for women. 
A to C is the average width. 

Musicians, because of their artistic 
temperament, are of a discriminating 
type. A shoe must appeal to their 
sense of beauty of appearance and must 
be fitted snugly, but not tight. They 
can detect more defects in a pair of 
shoes than Prof. Einstein can detect 
spots on the sun. 

Physicians are less critical than any 
other professional class, are easy to 
please, and like their feet fitted fairly 
roomy. The physician, as a rule, wears 
the intellectual man’s size shoe. 


Policemen Not Flat-Footed 


A great many people—even some shoe 
salesmen—believe that most policemen 
are flat-footed. In fact, one very often 
hears jokes at the expense of the flat- 
footed policeman. The policeman of 
this day and age, as a class, furnish 
less flat feet than men who .are en- 
gaged in other trades and professions. 
To begin with, a policeman must have 
good feet before joining the police force 
and he must be physically fit. The 
average policeman, knowing the harm 
that may befall him while walking his 
beat, wears proper shoes to prevent 
foot trouble. 

Mailmen, as a rule, experience little 
foot trouble. Walking up and down 
steps, while delivering mail on their 
routes, strengthens the muscles of their 
lower limbs. 

Criminals are as much of a puzzle to 
shoe fitters as they are to society. A 
hardened criminal can crowd his foot 
into a shoe two or three sizes smaller 
than his foot requires, without any 
trouble. It seems that the criminal is 
immune to foot pain. His feet are as 
hard as his heart. 


Dancers Prefer Small Shoes 


Ballet dancers, like criminals, can 
wear smaller shoes without any degree 
of discomfort, due to their training 
which made their feet so flexible that 
they actually feel better in tight, 
crowded shoes. (I can almost hear 
some wisecracker say, after reading the 
last paragraph: ‘Most women must 
be ballet dancers or criminals, the way 
they love to crowd their feet into tight 
shoes.”’) 

While the foot of the native Ameri- 
can is of the long, slim type, there is 
almost a distinct difference between 
those of the rural districts, particu- 
larly the agriculturists, and those who 
live in larger industrial centers. The 
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first type is more like the foot of the 
European,.short and broad, while the 
city dweller’s foot is longer and nar- 
rower. 

Not only does one’s vocation and 
mode of living change the shape of the 
foot, but they even differ in their foot 
ailments. The city dweller’s chief 
trouble is flat foot, due to pounding con- 
crete surfaces, and callouses on the 
soles of the feet, while the farmer’s 
chief foot ailments are bunions, due to 
buying shoes too wide and too short on 
account of the incomplete stocks car- 
ried in stores in the rural districts. 
Walking on earth that is soft saves 
him, of course, from callouses. 

It’s a very common occurrence to find 
folks whose left foot is larger than the 
right, but it is extremely rare to find 
folks whose right foot is larger. The 
former will run 72 out of every hun- 
dred, while the latter will average but 
one out of every hundred. In both in- 
stances it is heredity. 

Dark complexioned people are harder 
to please than light folks. The for- 
mer like foot comfort; the latter style 
when buying shoes. 

Confirmed ‘bachelors are harder to 
please than are spinsters when choosing 
footwear. The bachelor is not only 
concerned about the style, but he is 
also much interested in small sizes, 
while the spinster is only interested in 
comfort. One is safe in telling her the 
correct size. It is rather characteristic 
for the undersized bachelor to have his 
heels raised several lifts, while his 
oversized brother takes extreme delight 
in a small sized shoe. 


European Lasts Different 


The American who travels abroad 
finds it very difficult to wear European 
shoes, regardless of their quality, be- 
cause European lasts are made to fit 
the European feet, which are much 
wider in proportion than the Ameri- 
can feet. 

Americans who travel in tropical 
countries discover to their sorrow that 
they cannot wear their customary sizes 
and widths, because their feet have ex- 
panded from the heat. 

This may account for the increased 
number of foot complaints during the 
summer months, when the shoe mer- 
chants’ patience is put to the test by 
foot and head sore customers. 


Albert Wildfeur to Sell Fabrics 

New YorkK—Albert Wildfeur, well 
known in New York shoe circles, has 
been appointed metropolitan represen- 
tative by Frank Associates, manufac- 
turers and distributors of shoe fabrics. 

This appointment of Mr. Wildfeur is 
part of an expansion program insti- 
tuted by Frank Associates which will 
give broader representation to their 
products. 





contentions. With reference to the ques- 
tion submitted by Editor Blue, I would 
say briefly, that ohorough knowledge of 
merchandise plays the important role in 
the conclusion of any commercial trans- 
action. 

“Knowing your merchandise, its ori- 
gin, its qualifications and particular 
points of vantage over competitive 
lines, and being able to intelligently 
display and fit the merchandise will go 
a long way in breaking down the bar- 
rier of indifference, disinterest and 
lethargy of the most contumacious and 
perverse customer. 

“Study your merchandise, all its spe- 
cial construction points, and read every- 
thing you can relative to its origin and 
production. Be diplomatic and use tact 
and skill in your opproach and presen- 
tation and obstinacy will yield to knowl- 
edge.” 


Mrs. Bishire, Second floor saleslady: 


“Which is more important to the final 
conclusion of a sale, knowledge of the 
customer or knowledge of the merchan- 
dise? 

“Knowing your customer is a wonder- 
ful thing, for the man or woman who 
studies human nature and discovers the 
wants and needs of customers and sat- 
isfies that longing, whether it be an 
idea or an object, is the person who 
really accomplishes great things. 

“Yet, on the other hand, if the sales- 
person does not know the merits of the 
merchandise, or if they are not capable 
of displaying the merchandise quickly 
and intelligently and getting the cus- 
tomer’s attention at once, the sale is 
practically lost. 

“Modern business is human service. 
Today we live in an age of specialists. 
Be a specialist in your line; know your 
goods and their prices. Simplicity, 
truth, hard work, faith in your mer- 
chandise, faith in yourself and the or- 
ganization which you represent are the 
things that are needed now, in this day 
and age, as never before.” 


Tom Stevenson, Basement store salesman: 


In answer to your question, allow me 
to say: It is my own personal opinion 
that a salesman who possesses thorough 
knowledge of his customer, her pecu- 
liarities, likes and dislikes, has a de- 
cided advantage over the salesman 
whose knowledge is confined to the mer- 
chandise. A_ successful salesperson 
must necessarily “know” his merchan- 
dise. Having this knowledge would 
prompt the salesperson to immediately 
display the merchandise which his cus- 
tomer demands, both mentally and 
physically. It is then up to the sales- 
person to map out a plan of attack, so 
to speak. By this time he should have 
gained some knowledge of his custom- 
er’s makeup. Is she the type who 
makes a purchase because of a certain 
style appeal? Does she require the as- 
surance of a perfect fit and subsequent 
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comfort? Or must she be satisfied that 
the merchandise in question is of the 
best material and workmanship obtain- 
able at the price she wishes to pay? 
The satisfying of that customer’s par- 
ticular demands must, therefore, be the 
paramount object of the salesperson.” 





When Price Is Reduced 
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volume practically three times the orig- 
inal figure by time the cut reaches 65 
per cent. 

This can more readily be compre- 
hended if some of these percentages 
are expressed fractionally. Thus a re- 
duction of 20 per cent, or one- 
fifth, leaves the price at four- 
fifths of the original figure. Then 
in order to obtain the same _ in- 
come, this fraction must be inverted to 
determine the volume of sales neces- 
sary and five-fourths of the original 
volume is needed, meaning an increase 
of one fourth or twenty-five per cent. 
Thus 4 x 5 = 1, where 1 represents the 

5 4 
unit of gross income. 


Two Alternatives Open 


In order to obtain this increased vol- 
ume efficiently, the dealer will have 
either to increase his inventories or else 
arrange for a more rapid turnover of 
his inventory. In the case of a neces- 
sity, like shoes, it is a problem to find 
sufficient customers to make good the 
increased volume necessary to make a 
profit. Obviously, from this chart, it 
will be seen that if your potential mar- 
ket is only ten per cent greater than 
the present volume of business, a price 
cut of more than ten per cent will mean 
decreasing revenues and consequent 
losses. A cut of twenty per cent will 
mean that you must increase your sales 
twenty-five per cent in order to bring 
in the same amount of revenue you are 
receiving and if the additional fifteen 
per cent is not there you will be oper- 
ating at a loss. Furthermore, the mar- 
gin of profit drops much faster than 
does the gross income. 

The present credit situation among 
retailers should serve as a warning 
against the policy of unwarranted price 
reductions. The financial weakness of 
many retailers is not due so much to 
reduced buying on the part of the pub- 
lic as to a senseless tossing away of 
profit. 

It is high time that we eliminated 
the high cost of outworn ideas. The 
market for shoes is limited, and reduc- 
tions in price will not produce three 
feet where only two grew before. Com- 
petition within communities is not a 
benefit to the public when conducted 
beyond the bounds of reason, as the 
cost of every failure is shared to some 





extent by all. 
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Visualize the Customer 
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what store fronts are to store. The at. 
tractive store front draws trade. The 
attractive headline draws trade, too, 
Now considering our merchandise again 
and the period of the year—the Sum. 
mer season; what timely, appropriate 
appeal will be most likely to attract the 
attention of the public? Will it be just 
another caption like “Beautiful New 
Shoes,” “New Summer Shoes,” “Smart 
Styles,” “Sensational Values,” etc,’ 
Such obsolete stock phrases and stock 
words have, in my conception, become 
meaningless, just as is the case with 
the word “Sale.” The employment of 
such hackneyed phrases are no more 
appropriate to your shoes than to any- 
one else’s and are not only a waste of 
space, but fail in any way to attract 
attention. 


Summer and Sports 


With the advertising message which 
we have to deliver at this time of the 
year we must link it then in some other 
way to stimulate the public. We want 
to sell sport shoes. 

In thinking of Summer we naturally 
think of sports. For we know that 
American men and women are known 
as great lovers of all outdoor sports. 
When Spring rolls around each year 
golf and tennis enthusiasts and hikers 
are happily engaged in their respective 
sports. 

With this fact in mind we immedi- 
ately associate the appeal with sport 
shoes by saying in our illustrative ad, 
“Summer calls for Sports and Sports 
call for Sport Shoes,” for it is evi- 
dent that when the public is sport- 
minded they must automatically think 
about sport shoes. 

Good advertising not only influences 
people as to where to buy shoes, and 
what styles to buy, but also determines 
whether or not to buy at all. It is im- 
portant then that that copy must be 
tempting and appealing as to style, 
quality and price. 

News Interest in Ads 

It must contain some _ interesting 
news about tempting attractive new 
shoes and must be freshened with a new 
appeal. This, for example, to be used 
with an ad on Ghillie ties, may illus- 
trate my point: 

When balmy Spring days lure. you 
out for a stroll down the boulevard, or 
to the golf links, or for a hike in the 
country—then is the time you’ll need 
a pair of those light, airy new Ghillie 
ties, the kind you just step into and 
walk off with, in that air of comfort 
and satisfaction. 

“In fact you just can’t resist the 
urge to go sporting the moment you 
put your feet into a pair of roomy, 
graceful Ghillies. 

“The Recorder Shoe Store answers 
your call for sport shoes with a capti- 
vating, enticing supply of gorgeous new 
sport patterns, in your correct size, in 
your correct style, and at a correct 
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Air-O-Pedic Shoe Co., Brockton, Mass..... 
Alden, C. H., Co., Abington, Mass......... 
Athletic Shoe Co., Chicago, Ill............ 
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Men’s Shoes Need Tonic 
[CONTINUED FROM PAGE 21] 


trade. As usual, the pinked and per. 
forated shoe will sell freely in one block 
and be dead in the next one. Stores 
who cater to the high grade man wh 
is able to have several pairs of shoes 
will continue to sell wing tips in fair 
quantities. The man who only has one 
or two pairs of wearable shoes will no 
doubt stick to the plainer types. 

Several plain toe samples look par. 
ticularly good, especially those with a 
soft box toe, blucher cut and when a 
rich dark brown calf is used. This 
shoe also made of a brown veal, witha 
slightly heavier sole and bellows tongue, 
apparently has interesting sales possi- 
bilities in the medium priced field. 
Another variation is a circular seam 
oxford, flexible box toe of brown calf. 

The extreme short vamps have a very 
limited number of customers. For ex- 
ample, this shoe sells in the heart of 
Times Square, but could not be given 
away two blocks distance. 

Narrow toes are still strong, but the 
heel heights have changed from 10/8 
to 9/8. More or less trouble was ex. 
perienced in fitting the high heels, on 
account of the tendency to throw the 
foot too far forward, hence the change. 
Enough orders have been placed for the 
short vamps as to ensure their continv 
ance for fall. 

The custom last is showing continued 
strength with this change in detailing; 
the extreme wide sole trimming is out. 
That is, edges have been brought dow 
from 5/16 to 3/16 and 4/16. Prae- 
tically no wide outflair edges are seen. 

Several concerns are stressing i 
their sales appeal the new counters 
which are soft at the top and quite 
rigid at the base. 


Retired Shoe Manufacturer Dies 


RocuHeEstErR, N. Y.—James G. Brooks, 
former president and co-founder of the 
Brooks Brothers, shoe manufacturers, 
died last week at his home here. He 
was 77 years old. 

Mr. Brooks was born into the shoe 
trade. His father, William D. Brooks, 
had been associated with Rochester 
shoe manufacturing firms and at ont 
time was instructor in shoemaking m* 
chinery at the State Industrial School 

Mr. Brooks organized his own firm it 
conjunction with his brother, W. 4 
Brooks, in 1888. 
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